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Konami. 


m= Time PILOTS 


Awhole new version 
one of America’s 
favorite arcade games. 


41 - SCORE 
“20000 


y 


The future is now. Introducing TIME PILOT 84. [RSS Uegimimn-st sonetien ° 

Available exclusively as an original first-edition | gue Se Konan inc. 

conversion kit from the creators of GYRUSS, y NS P| 

TRACK & FIELD, and the Original TIME PILOT. Reruns 4 San sr a eres yes 20655 S. WESTERN AVE., SUITE 116, TORRANCE, CA 90501 
A whole new challenge that’s sure to become AUN Donia cSt tn ee PHONE: (213) 533-8644 

another great arcade hit. | TELEX: 4720119 KONAMER FAX: (213) 533-6040 

44440 1 

For further information, contact your local | 

distributor today. 


th ae omy . 
ERS Ya ron 
Pay yee Gr 
re ROTI ret 


Le 
ry 
TAGE O68 CREDIT O © Konami 1984 All rights reserved. 


WARNING The TIME PILOT ’84 video game is available only in conversion kit form and is manufactured by Konami 
Industry Co., Ltd., and sold in the U.S. and Canada exclusively by Konami, Inc. 
Willful copyright infringement is a Federal Crime. Konami, Inc., fully intends to take all legal action necessary 
to protect its proprietary rights against all parties manufacturing and selling TIME PILOT ’84 games, or games 
which imitate the TIME PILOT ’84 game, and which infringe upon Konami’s said proprietary rights. 
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Operator Alternatives 29 


Richard Priesmeyer and Charles Ross, of Innovative Management Consultants, have 
written six stories which point out that the operator has alternatives other than just 
placing and maintaining amusement equipment. 
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(THE 
HOTTEST 


OL 
IS AT OUR 


PUBLIC AUCTION 


Saturday, June 23 
Sale to be conducted at: 
10 am. 

Music Vend Distributors 
1550 4th Ave. South 
Seattle, Washington 98134 
(4 Blocks South of Kingdome) 


NEW VIDEO GAMES 
ND p LIKE ARCADE GAMES 


NEN =~ PINDALL MACHINES 


hundreds and hundreds of machines 


Zaxxon ® Gravitar @ Popeye @ Blue Print © Turbo 
Venture ®@ Tron @® Bagman @ Centipede © Space Duel. 
Kickman @ Frogger @ Defender @ Galaxia @ Mazer Blazer 
Vanguard ® and many many more @ Too Many to List! 


Don't Miss This One! A Real Savings Opportunity 
Term: Cash or Cashier's Check 
Inspection 2 hours prior to sale 


Jay Sugarman Auctioneers 


750 N.E. 195th Street, Suite 101, N. Miami Beach, FL 33179 


Y 305/651-0101 


WHAC-A-MOLE 


Everyone loves 
Whac-A-Mole! 


Customers love to play 
and you'll love the way 
it pays. Call us and 
let us tell you more. 


* ALL SIZES 


SUPER SAVINGS 


Phone Collect 


606-231-7100 


Bob’s Space Racers, Inc. 
427 15th Street 

Daytona Beach, Florida 32017 

Telephone: 904-677-0761 


Manufactured in the U.S.A. 
Makers of amusement games since 1970 
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A 
TECHNICAL 
KNOCKOUT!!! 


-YOU NEED 
OUR FEATURE LINE 


Nintendo’s Punch-Out @ Exidy’s Crossbow ® Bally’s Ten Pin 
Nintendo’s VS. System ® Taito’s Ten-Yard Fight ¢ Bally’s Spy Hunter 
Arachnid’s English Mark Dartes ® Coin-It’s Birdie King II¢ Bally’s Big Bat 


ALL THE LATEST CONVERSION KITS AVAILABLE 
(Our Prices Are Too Low To Print) 


Tin Star @ Pole Position II ¢ Mario Bros. © Galaxy Ranger @ Space Ace ®@ Mr. Dol!’s Castle 
Champion Baseball II ¢ Up and Down @ Donkey Kong 3 ® Mega Zone ® Pac-Man Jr. @ Elevator Action 
Boomer Ranger @ Time Pilot ’84 @ Mr. Do!’s Wile Ride © Cloak & Dagger @ Exerion ® The Glob 

Circus Charlie ¢ Marvin’s Maze @ Nova 2001 ® Major Havoc ® Boomerang @ Mystic Marathon 


NEW CLOSEOUTS 


(Our Prices Are Too Low To Print 


Millipede Galaxy Ranger Kosmic Krooz’r Mario Bros. 
Xevious Dig Dug Baby Pac-Man Congo Bongo 
Crystal Castles Munchmobile Granny & the Gators Star Wars 
Laser Cue Kings of Steel Farfalla 
by by by 
Williams Bally Zaccaria 


*USED SPECIAL: Ms. Pac-Man—$995 — Coming Soon: Atari’s TX-1 


We also carry a wide assortment of used equipment at low, low prices! 
IF YOU DON'T SEE IT CALL: 


CENTRAL 


DISTRIBUTING COMPANY 


3814 Farnam Street © Omaha, Nebraska 68131 


402/553-5300 
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COOOL OO OY OY 


UP FRONT 


OPERATORS 
HAVE 


OOOO OO LSD 


ALTERNATIVES 


This issue should prove to be one that readers will 
refer to over and over again. Charles Ross and Richard 
Priesmeyer, partners in Innovative Management 
Consultants, have written six articles that can change 
your perspective of your business and its future. 

In the articles, you'll see that Priesmeyer calls 
operators “‘service distributors.” “...the amusement 
operator is actually a distributor of services and 
currently distributes amusement equipment exclu- 
sively,” he explains. “As a distributor of service, each 
operator has specific obligations which he may not 
fully realize. Opportunities for expansion place new 
demands on operations.”’ 

Service is the most valuable asset an operator can 
offer a location, Preismeyer said. However, that 
service doesn’t have to be limited strictly to video 
games. A service distributor has many alternatives. 

After reading these articles, we don’t expect you 
to completely revamp your business. We hope they 
will give you some thought provoking ideas that will 
get you thinking about howto build a better business. 
Please let us hear your comments on the stories. 

Ross and Priesmeyer are recognized members of 
the coin-op industry. Priesmeyer has been a speaker 
at past AOE shows giving seminars on “How To 


Evaluate Your Current Business and Plan for Future 
Growth,” “Effective Management,’ ‘‘How to 
Measure and Control Success and Failure,’ and more. 

Charles Ross has also given seminars at AMOA, 
AOE, ASI, and state association shows. Some of his 
topics include “‘Cash Flow Management and How it 
Affects the Operator,” “Depreciation and its Impact 
on the Amusement Operator,” and “‘Street Location 
Profit Analysis.” 

Both men were instrumental in the development 
of Innovative Management Consultants’ Profit 
Analysis and ROI Analysis programs for amusement 
machines and locations. Priesmeyer was the sole 
developer of the Operators’ Investment Analysis 
computer program and related programs which are a 
part of the computer system sold by Innovative 
Management Consultants. 

Priesmeyer has a bachelor’s and master’s degree 
in business administration and a doctor of philosophy 
degree and is a professor of management at South- 
west Texas State University. Ross has a bachelor’s and 
master’s in business administration and previously 
taught accounting, finance, and economics at South- 
west Texas University. Ross is an operator running 
arcades and a route in Texas. 


Vater) Cagneuieh) 


Valerie Cognevich 
Editorial Director 
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Clarification 


I would like to clarify an item that 
appeared in a feature on Audio 
Visual Amusements, a St. Louis dis- 
tributor and a competitor of mine. 
(Play Meter, May 1, p. 32) After 
mentioning how other distribs in St. 
Louis have closed while A.V.A. 
thrived, your article says that Bally 
Midwest (where I was manager) 
“struggled, and replaced branch 
manager Joe McCarthy with former 
World Wide manager Jerry Wom- 
ble.” 

This is not, in my opinion, accu- 
rate reporting. I resigned from Bally 
Midwest in February and immedi- 
ately took a position with Atari 
Distributing. The move had nothing 
whatsoever to do with A.V.A. or its 
business. Bally Midwest St. Louis's 
market penetration and efficiency, 
while I was manager, is a matter of 
record that was not fairly portrayed 
by your article. 

Otherwise I like your magazine 
and articles very much. 

Joe McCarthy 
Atari Distributing Inc. 
Elk Grove Village, Illinois 


Something on your mind you want to vent? 
Got a gripe? Full of praise? Have a 
question? If you have comments on the 
coin operated entertainment industry, 
write to Play Meter. Our “Letters to the 
Editor” columns are dedicated to you, the 
operator/reader. 

All letters must be signed; 1f requested, 
only initials will be used or the name 
withheld from print. Please include return 
address (although, for the sake of your 
privacy, addresses will not be printed.) All 
letters subject to standard editing. Be 
concise. 
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Sigma games 


On page 61 of the April 15 issue 
of Play Meter, you mentioned that 
Sigma Enterprises of Tokyo, Japan, 
will start distribution of two new 
games, Scion and Akazukin, avail- 
able as kits also. 

I have a few Sigma machines, 
namely Spiders, that are badly in 
need of conversion kits. Please send 
me information on where I may 
obtain kits for the Sigma machines, 
or who I can contact on this matter. 


Any information on any kits that 

will fit the Spzders machines will be 
appreciated. 

Leonard Guillory Jr. 

Computer Power 

Amusement Co. 

Beaumont, Texas 


Editor’s Note: Sigma’s address in 
Japan ts: 13-11, Udagawacho, 
Shibuya-ku, Tokyo, 150, Japan. 

If anyone knows of an address in 
America for the firm, please contact 
Play Meter. 


Audio Visual 
Amusements 


Offering the finest 
new and used 
equipment 


REPRESENTING LEADING FACTORIES 
@ SALES, PARTS, SERVICE @ 


(Cine.) Dragon’s Lair (1000 disc) 
(Myl.) M.A.C.H. 3 $2795 


(Nin.) VS System call 
(Nin.) Punch-Out call 


NEW IN CRATE 


$3495 


$1095 
$1095 
$1795 


(Nin.) Donkey Kong II 
(Nin.) Mario Bros. 
(Zaccaria) Farfalla 


YOU’VE TRIED THE REST, 
NOW TRY THE BEST 


“We’re Eager To Serve” 


1809 Olive Street 
St. Louis, Missouri 63103 


314/421-5100 


For further information, call Pete Entringer (collect) 


SNAPSHOTS 


Shirley Merlo has joined Ara- 
chnid, Inc., maker of English 
Mark Darts. 

In the newly-created position 
of inside sales representative, 
Merlo will sell repair parts and 
promotional products and dart 
accessories. This new position isa 
reflection of the recent growth in 
popularity of English Mark Darts. 

Merlo will contact operators 
and distributors nationwide, and 
will expedite incoming orders for 
these product lines to give rapid 
and comprehensive service to 


Donald M. Destry has been 
named vice president of market- 
ing for IDEA (Industrial Design 
Electronic Associates, Inc.) of 
Sycamore, Illinois. He will be 
responsible for planning and 
directing sales. 

Destry has 25 years experience 
in engineering, sales, and service 
in the agriculture, public safety, 


Arachnid’s customers. 
Merlo is a competitive player 
on dart leagues. 


and military marketplaces. 


Patrick Reed, vice president 
and marketing director for Enter- 
Tech, Ltd., recently resigned from 
the company to accept a corpo- 
rate position outside the coin-op 


Exidy has reorganized its sales and marketing department. industry. 

John A. Barone, in addition to his responsibilities as national sales Reed was instrumental in the 
manager, has taken on additional duties as director of domestic development of Enter-Tech’s 
marketing and advertising. successful Moppet Video game 

Mireille Chevalier, who shares the responsibilities of national line for children. He entered the 
sales manager with Barone, has expanded those duties and taken on games industry in 1981 as regional 
additional responsibilities as international director of sales and sales manager for Tuni Electro 
marketing. Service, Inc., and advanced with 

Barone and Chevalier will report to Pete Kauffman, president of the company in its eventual pro- 
Exidy, Inc. gression into Enter-Tech, Ltd. 
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Kathy Brainard has been named 
director of marketing promotions 
for Dynamo, a position which 
includes the organization and imple- 


Vincent J. Buccellato has been 
named vice president of sales for 
Philip Morris, replacing Robert H. 
Cremin, who becomes vice presi- 
dent and director of special pro- 
grams of Philip Morris Inc. 

Buccellato joined Philip Morris in 
1967 as a marketing analyst. He was 
appointed assistant to the director of 
distribution and customer service in 
1972 and in 1975 was named assistant 
to the vice president of finance. He 
was appointed brand manager, new 
products, in 1975; brand manager 
for Merit in 1976; and brand man- 
ager for Marlboro in 1977. 
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mentation of Dynamo’s nationwide 
tournament and league programs 
for both table soccer and pool. She 
will also be responsible for the com- 
pany’s public relations. 

Her experience in the industry 
includes three years as promotional 
coordinator at Tournament Games 
in Seattle and being an editor for an 
industry trade publication. 

“We’re very pleased to have 
Kathy at Dynamo,’ commented 
Mark Struhs, vice president sales 
and marketing. ‘““Her knowledge of 
all levels of the industry—player, 
operator, distributor, and manufac- 
turer—should prove invaluable in 
the development and growth of our 
promotional programs.” 

As a player, Brainard has earned 
Master status on the professional 
table soccer tour. She is co-author 
of ‘The Complete Book of Foosball.” 


Robert Sanchez has been named 


chief financial officer of Betson 
Pacific, a Los Angeles amusement 
and vending distributor. Sanchez 
had served as controller for the firm 
since 1979. 

In accepting the position, Sanchez 
predicted a careful, but aggressive 
sales stance for the company. He 
said Betson will devote more effort 
to selling the industry basics—juke- 
boxes, pool tables, pinballs, and 
cigarette machines—and estimated 


the growth of the next few years to | 


be in sales of “traditional vending 
products.” 


LEE 


Mike Shaw, news and feature 
editor for Play Meter for the last two 
years, has decreased his involve- 
ment with the magazine beginning 
with this issue. Although Shaw will 
no longer produce the Play Meter 
News section, which he developed, 
he will continue to contribute fea- 
ture articles to the magazine. 

“This industry and the issues 
which relate to its survival and the 
success of its people have become 
very important to me,” Shawsaid. “I 
know that | will continue to be 
involved with them for a long time.” 


Sanford Murch has been named 
director of sales and marketing for 
Rowe International’s Grand Rapids, 
Michigan, office. He will oversee 
sales of Rowe’s dollar bill changers, 
coin-op phonographs, and OEM 
component products. 


AMOA TAKES STAND AGAINST VIDEO LOTTERIES @ ‘TRACK & FIELD’ COUNTERFEITS 

SEIZED @ KONAMI RAIDS CANADIAN LOCATIONS e ‘ELEVATOR ACTION’ KITS SEIZED e@ 

TAITO WINS PIRACY CASE @ NJ DECLARES 2 CARD GAMES ENTERTAINMENT @ ALWAY 

ENTERS INDUSTRY @ ‘STAR RIDER’ EARNS MEDAL @ OPERATORS OFFERED KIDDIE RIDE 
GUARANTEE @ NEW REPORT TO FORECAST VIDEO TRENDS 


AMOA TAKES STAND 
AGAINST VIDEO LOTTERIES 


The AMOA decided to take an 
official stand against state operated 
and controlled video lottery games 
at the Mid-Year AMOA Board 
meeting in San Antonio at the end 
of April. 

“The board discussed state oper- 
ated and controlled video lotteries, 
and we can’t see any participation 
for operators,’ said Leo Droste, 
AMOA’s executive director. “The 
resolution was passed by the board 
of directors and our legal counsel 


will: be drafting the final document 
outlining our stand.” 


Droste went on to say that video 
lottery equipment would be installed 
in places where coin-operated 
amusement machines are now, and 
“in all probability it would create a 
decline in income in amusement 
and music equipment.” 


The AMOA board authorized the 
executive committee to assist any 
state association in the video lottery 


Situation. 

Droste also stressed that he 
believes there is confusion concern- 
ing “gray area” games and video 
lottery games. “These are two 
entirely different problems,” he 
said. ‘“‘Many people are confusing 
the two and you can’t go from one 
to the other in the same breath.”’ 

AMOA has never taken an official 
stand on gray area games. “It is a 
state problem, but video lotteries 
are a separate issue,’ Drostesaid. @ 


‘ 


Konami Industry Co. Ltd. filed suit 
in Kentucky against Litsey Equip- 
ment Co. and its owner, James 
Litsey, for selling counterfeit ver- 
sions of Konami’s Track & Field. 

On April 6, Konami’s attorneys, 
accompanied by a U.S. marshall, 
served a temporary restraining 
order and writ of seizure on Litsey 
authorizing them to search the busi- 
ness and to seize any counterfeit 
copies of Track & Field. 

According to one of Konami’s 
attorneys, David Grace of Finley, 
Kumble, Wagner, Heine, Under- 
berg, Manley & Casey, the lawsuit 
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was the result of an undercover 
investigation by Konami. As part of 
the investigation, a Konami investi- 
gator purchased a counterfeit p.c. 
board from Litsey after learning that 
Litsey had been advertising counter- 
feit Track & Field conversion kits. 
Based on the results of the investi- 
gation, Konami's attorneys per- 
suaded a federal court to issue a 
search and seizure order and to seal 
the court records until the seizure 
was completed. 

“The seizure netted complete 
counterfeit video games, printed 
circuit boards, graphics, and busi- 


&TRACK & FIELD’ 
COUNTERFEITS SEIZED 


ness records,’ Grace said. One of 
the distinguishing characteristics of 
the seized counterfeit Track & Field 
games is that they display the name 
Hyper Olympic rather than Track & 
Field in the attract and coin modes. 
Grace said that the counterfeit p.c. 
boards were probably produced in 
Japan where Track & Field is sold 
under the name Hyper Olympic. 
According to another Konami 
attorney, Curtis Porterfield, the 
Litsey seizure was part of Konami's 
nationwide effort to locate and 
prosecute manufacturers, distribu- 
tors, and operators of counterfeit 
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Van Brook is #1 World Wide 


A Keeping our Customers Number One has made Van 
: Brook the Number One Leader in the Amusement & 
ATARI Casino Token Industry. No other supplier can offer you: 


¢ Immediate, same day shipment on Stock Tokens and 
Accessory Items. 


¢ Buy-Back Agreement 100% on Stock Tokens. 

¢ Special-Sized Token Wrappers. 

° Wide array of all necessary Signs and Stickers. 

¢ Accessory Items in stock for immediate shipment. 


* Token Mechs (Metal & Plastic, 48 different sizes 
and types). 

* Cradles & Cradle Kits. 

Push Chutes (Complete, Single-Token & 
Double-Token), Replacement Slides. 

English #515 Roll-Down Acceptors. 

English 4 x 4 Replacement Cradles & Kits. 

Klopp Token Counters. 

Security Cash Controller 

Kwik Koin Token Dispensers. 


* * * * 


* 


e Expert Technical Advice & Assistance, based on 
many years of experience. 

¢ Professional Artwork & Design Service at no charge. 

e Hundreds of attractive Stock Dies. 

e NOTES & QUOTES Promotion Booklet (up-dated 
and revised periodically). 

e Exporting Expertise -- We know the Export Market, 
and how to solve its complex problems. 

e Product Exellence -- Van Brook Standards of 


Precision and Quality Control are the highest in 
the Token Industry. 


Phone or write for catalog & samples 


= 

HOLIDOME 
see aoe 

CENTER 


See 
( 
CEN 


TENNESSEE | 


Copyright © 1982 © Van Brook of Lexington, Inc. ¢ All Rights Reserved. 


VAN BROOK OF LEXINGTON, INC. ¢ P.O. BOX 5044, LEX. KY. 40555 
——aap (606) 231-7100 ex 


Konami products. 

“Konami employs private investi- 
gators nationwide to develop data 
on suspected dealers and operators 
of counterfeit Konami products. 
Konami then files lawsuits based on 
the results of the investigation,” 
Porterfield said. In addition, Konami 
IS COOperating with U.S. Customs, 
the F.B.I., and local police in an 


effort to have counterfeiters pro- 
secuted criminally. 

Konami's U.S. subsidiary, Konami, 
Inc., and Konami’s U.S. distributor 
of Track & Field, Centuri, Inc., 
joined in the lawsuit against Litsey 
which was filed in federal court in 
Louisville, Kentucky. The lawsuit is 
based on federal copyright and 
trademark laws. 


Gary Hillerich, Litsey’s attorney, 
told Play Meter that the suit is “‘in 
the process of being dismissed” but 
that “the paperwork hasn’t been 
finished yet.” He also indicated that 
Litsey will get back the actual games, 
but not the confiscated boards. 

Konami officials, however, said 
that the suit has not and will not be 
dropped. e 


KONAMI RAIDS 


Konami Industry Co., Ltd. has 
extended its video game copyright 
enforcement campaign to Canada 
by instituting suits against 40 defen- 
dants and carrying out court ordered 
searches and seizures obtained 
without notice to the defendants. 


On April 17, attorneys represent- 
ing Konami simultaneously raided 
locations in British Columbia and 
Ontario netting bogus Track & Field 
games, printed circuit boards, 
graphics, and business records. 


The Canadian action comes on 
the heels of extensive investigation, 
seizures, and prosecutions by 
Konami and Centuri in New York 
and Kentucky. In New York, Konami 
targeted 13 alleged counterfeiters in 
October 1983. Again, in April 1984, 
Konami raided Litsey Equipment 
Company, a Kentucky-based com- 
pany allegedly a widely known dis- 
tributor of bogus video games 
throughout the Midwest. (See news 
story in this issue.) 


The Canadian operation began in 
January when Centuri, the exclusive 
licensee of the North American 
rights in Track & Field, and a co- 
plaintiff in the lawsuit, received 
complaints from its distributors that 
Toronto, Ontario, and Vancouver, 
British Columbia, were major cen- 
ters for video game piracy. As a 
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result of the complaints, a full-scale 
investigation was launched under 
the direction of the Toronto law 
firm of Lang, Michener, Cranston, 
Farquharson & Wright. 

‘Though there may be individuals 
making a few boards in their garages, 
most counterfeit boards originate in 
the Orient. To get these bogus 
boards into the United States, it is 
much easier to go through Canada,” 
said Centuri’s Tom Siemieniec. “Of 
course, Konami is after the one- and 
two-game operators, but they get 
the boards from somewhere, so we 
want to stop the main flow from 
Canada.” 

The investigation culminated in 
the commencement of an action in 
the Federal Court of Canada against 
40 defendants, including 10 distrib- 
utors and 24 operators in and 
around Toronto and five distrib- 
utors in and around Vancouver. 
Toronto lawyers Michael Eisen and 
Christopher Pibus obtained extra- 
Ordinary relief from the court 
known as an Anton Piller order, 
which granted wide-ranging powers 
to search the defendants’ locations 
and seize infringing articles, includ- 
ing bogus games and printed circuit 
boards, without notice to the 
defendants. 

Eisen explained: ‘Because the 
community of video pirates in 


CANADIAN LOCATIONS 


Toronto and across Canada is rela- 
tively small and always alert to the 
threat of seizure, it was necessary to 
execute the searches simultaneously 
across the country—for fear that 
word of the lawsuit would spread 
among the defendants and crucial 
evidence would disappear. The pre- 
cautions were worthwhile—the 
dramatic results of the Vancouver 
Operation alone are proof that 
secrecy was maintained until the last 
moment.” 

According to Konami attorney 
Curtis Porterfield, most counterfeit 
Track & Field games are easy to 
recognize because they were copied 
abroad and bear the Japanese name 
for the game Hyper Olympic. 

Ken Ichiki, president of Konami’s 
United States subsidiary, empha- 
sized that the Canadian operation is 
only part of Konami’s efforts to halt 
piracy of its video games in North 
America. Recently, Konami initiated 
several large-scale investigations in 
the United States, focusing on Time 
Pilot °84, Time Pilot, Mega Zone, 
Gyruss, and Circus Charlie. \chiki 
explained the rationale for the 
Investigations: ““Konami will not 
tolerate being ripped off by pirates. 
The Canadian lawsuit and the 
accompanying seizure operation is 
only another step in Konami’s 
ongoing enforcement efforts.” @ 
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* Inventory Clearance Sale 


Our Fiscal Year Ends June 30 and we have slashed prices to move games. 
Prices are good only through June while supplies last. 


NEW IN THE CARTON 


Track & Field ........ 1,895. MachillU/R....... 2495. Fatlalld..c< 25 %.44524 1,595... Ice Cold Beer ........ ,195. 
Donkey Kong, Ill....... 995. Pole Position II U/R.. 2,995. Star Wars .......... 1,395. Boulder Dash ....... 1,595. 


LOCATION READY USED 


ATARI CINEMATRONICS (cont. Z NINTENDO SEGA (cont.) 
Pole Position U/R .. 2,195. Dragon's Lair ...... 1,895. Punch Out ....... 2,895. Carnival .......... 
Star Wars ........ 1,295. Cosmic Chasm .... 495. VS Tennis ........ 2,290; Monster Bash ..... 
Millipede ......... 1,195. Donkey Kong Ill... 895. 
Centipede ........ 695. MIDWAY Mario Brothers .... 895. STERN 
XeviouS .......... 795. NFL Football ...... 1,795. Popeye .......... 695. Tutankhamen ...... 
Food Fight........ 695. Galaga ........... 1,095. Donkey Kong, Jr. .. 4985. POO VAI) 0 ok aacu eae s 
Dig Dug ......... 995. Ms. Pac Man...... 895. 
Monte Carlo ...... 595. Baby Pac Man ..... 795. ROWE TAITO 
Super BUG s.c cca 495. Bump & Jump ..... 750; BC25 Bill Changer . 1,695. Ice Cold Beer...... 
Burgertime........ 695. BC20 Bill Changer . 1,395. Front Line ...ccs. 
Satan’s Hollow ..... 650. BC9 Bill Changer . 895. Jungle Hunt....... 
CENTURI Super Pac Man .... 595. Space Dungeon .... 
Track & Field ...... 1,795. Pac Man.......... 495. SEGA 
Phoenix .......... 395. Cc eee 450.  TurboS/D........ 1,495. WILLIAMS 
Galaxian .......... 395. Turbo U/R......... 1,195. Star Rider S/D .... 3,495. 
CHEXX Monaco G.P.S/D .. 1,095. Moto Race U.S.A. .. 
Ice Hockey 1495. MYLSTAR Congo Bongo ..... 695. Moon Patrol ...... 
oe — Mach til $/D> x... 2,595. Star Trek ......... 4985. JOUSE so. Soak fhe ox 
Mach Ill U/R ...... 1,995. Space Tactics S/D.. 595. OUNSCAN ote cence sees 
CINEMATRONICS O-Ben «sce wie wes 1,095. PEDO: & gaacaleasaran 495. Robotron ......... 
Space Ace ......... 2,695. (|| ee 695. PROOGEE cx och cave 495. Bubbles .......... 


Our Location Ready Videos Carry a 30-Day Warranty on Monitor, Logic Board and Power Supply 


UNSHOPPED SPECIALS 
COMPLETE AND WORKING AS IS—NO WARRANTY/NO FREE DELIVERY 


Asteroids ............ 95. Defender ............ 200. -LOSUTOMD : 64 23304404 295. Space Firebird ........ 
Asteroids Deluxe ....... 195. Donkey Kong......... 350. Missile Command...... 195. Space invader ........ 
Astro Fighter .......... 2900; JENMINAIGE ota a2% canes 195. Mouse Trap........... 350. Space Invader Deluxe ... 
Basketball 2 soe sted erate 195... “FIONZY: 6 aeevted edad 250. OmegaRace.......... 195. Tempest.............. 
Battle Zone U/R ....... 196:- “GOW 3. fs eaten ee 295. Scramble ............ 295; VONULC 2532 sc weea yn 
Battle Zone Mini ....... 195. Killer Comet .......... 275. Sky Raider ........... 150. WizardofWor........ 
BEIZONK Sisiccn 8 Monat as 250. Looping ....6.5..4..; 295.  Sbace DUCl: sc cient c02s 250, .. ZaXXON! sviice encsnew 


COCKTAIL TABLE VIDEOS 


Ms. PacMan ....... 4095) ‘PHOENIX: -2:5.h5..554 2402 450. WizardofWor ........ B09. <-LOKMON oe bcivcks SA ex He 
Dig DUG: os. tang chess 4 695. Cosmic Guerilla ....... 295. Crazy Climber ......... 350. Donkey Kong......... 


The Game Exchange 


1289 ALUM CREEK DRIVE (our only office). COLUMBUS, OHIO 43209 e (614) 258-2933 


IN OHIO OUTSIDE OHIO 
1-800-848-1514 “| "* 4.800-848-0110 
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‘ELEVATOR ACTION’ 


Taito America Corp. filed suit on 
January 27 against New Way Video 
Systems, Inc. for selling counterfeit 
conversion kits for Elevator Action. 

The suit, filed in the U.S. District 
Court in Boston, Massachusetts, 
alleges that New Way was selling 
unauthorized copies of the game, 
violated a trademark, and partici- 
pated in unfair competition. A tem- 
porary restraining order and a sei- 
Zure order were granted. Law 
enforcement officials seized all 
copies and sales records from New 
Way. 

On February 6, based on the evi- 
dence seized, a preliminary injunc- 
tion was granted Taito ordering 
New Way to cease all manufacture 
and distribution of Elevator Action. 
New Way was also ordered to 
recover all EPROMs and artwork 
previously sold. 

When New Way’s records were 
seized, Taito discovered the main 
source of the graphics was Inter- 
national Graphics, a Rhode Island 
company. A companion suit was 
filed against International Graphics 
in the District Court in Providence, 
Rhode Island, on February 28. The 
suit claims International Graphics 
was selling unauthorized graphics 
of Elevator Action plus graphics for 
Jungle Hunt, Jungle King, Front 
Line, Zookeeper, and Exerion. 
Graphics from other manufacturers’ 


Mah 


The Henry W.T. Mali & Co., Inc. 
257 Park Ave. South 
New York, N.Y. 10010 
Order Dept.: 800-223-6468 
N.Y. 212-475-4960 
TWX 710-581-5522 


Call Toll Free: (800) 223-6468 
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games were also discovered. 

As a result of the evidence, a pre- 
liminary injunction was obtained 
and International has been ordered 
to recover previously sold artwork. 
Final trials in both cases should take 
place this summer. 

Though International Graphics 
has been said to bea major source of 


KITS SEIZED 


graphics for the coin-op industry, a 
spokesman for the company con- 
tends it is a silkscreen printing house 
and much of its business is in other 
fields. The company refused further 
comment since the case is in liti- 
gation. Attempts were made to 
contact New Way Video Systems. It 
could not be reached for comment. 


TAITO WINS PIRACY CASE 


Taito America Corp. has won 
damages against Americade Amuse- 
ment Inc. for its copyright infringe- 
ment of Taito’s rights to Space 
Invaders. The Cherry Hill, New 
Jersey based company was ordered 
to stop selling Space Invaders and 
Invaders Revenge video games and 
conversion kits. It must pay Taito 
$107,000 in damages. 

The U.S. District Court Northern 
District of Illinois further ruled in 
the February 2 judgment that Taito’s 
copyright registration covering the 
audio-visual work Space Invaders is 
good and valid and that Taito owns 
all rights to the trademark Space 
Invaders used on video games. 

Taito helped instigate the fight 
against video game piracy through 
another court case involving Space 


Invaders in Japan. In that decision 
reached by the Tokyo District Court 
in 1982, extensive copyright protec- 
tion was provided for Space Invaders. 
Taito America President Paul Mori- 
arity said the case set a precedent for 
later prosecution of copyright in- 
fringers worldwide. 

Meanwhile, Entex, a toy manufac- 
turer based in the Los Angeles area, 
has been ordered to stop selling its 
hand-held version of Taito’s Space 
Invaders. The company is paying 
Taito $210,000 in partial royalties for 
the games sold illegally. The judg- 
ment, reached in January, prohibited 
the hand-held game sales specifying 
that Taito’s copyright registration 
for Space Invaders is good and valid 
and Taito is the sole owner of the 
trademark. e 


Billiard Cloth 
#824—Plain, #924—Rubberbacked 
Fast-Playing, Long-Wearing cloth for 


coin-op tables. 


Available through your distributor. 
Write or call for color card. 
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NEW ALTERNATIVES 


A Seminar-Workshop for You, the Operator! 


YOUR COMPANY GROWTH DEPENDS ON IT... 


NEW ALTERNATIVES is a management-development work- 
shop that shows you how to make your company grow in sales 
and profits regardless of the health of the amusement industry. 


In two complete days, this seminar-workshop examines the 
amusement industry, your firm, and the new choices available 


to you. 


Then you get a computer analysis that evaluates your choices 
and shows the best course of action for your individual firm. 


PLUS - Our marketing expert will show you how to market your 


new ideas to assure they will be a success. 


SEMINAR-WORKSHOP OUTLINE 


DAY 1 
Industry Analysis and Current Market Conditions 


What Business Are You In? Finding New Oppor- 


tunities 


New Management Concepts: Portfolio Manage- 


ment 


Strategic Business Unit Profit Analysis 
Strategic Analysis: Matrix Analysis of Alternatives 
New Alternatives: Examples, Worksheets 


Use what you already know! 
There are some exciting new 
alternatives and opportunities for the 
amusement operator. These ideas take 
advantage of your capabilities and your 
company’s resources; they take what you 
already know about the amusement 
business and apply that knowledge for 
expansion in high growth markets. 


New, creative ideas 

Your new opportunities will be 
completely explored in a two-day 
workshop-seminar. Specific opportu- 
nities for growth will be presented and 
computerized feasibility studies will be 
provided that show which idea is most 
appropriate for you and your firm. 
This seminar is completely unbtased; we 
are mot representing any particular 
products or services. The seminar is 
designed to help you select the best 
expansion plan for your firm. 


Complete industry analysis 

This seminar begins with a thorough 
analysis of the amusement industry. It 
explains in detail the reasons behind 
amusement industry's recent major 
changes and gives a clear picture of what 
one can expect in the future. The 
industry analysis sets the stage for the 
workshop sessions and illustrates why 
new alternatives are necessary for the: 
Operator to expand and increase profits. 


New management concepts! 

The concept of Strategic Business 
Unit (SBU) management is explored 
as it relates to the amusement operator. 
Even traditional topics such as location 
profit analysis, depreciation, and capital 
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purchasing are viewed in a new way 
which provides room for growth and 
expansion. 


Detailed financial analysis 

Growth opportunities are then sub- 
jected to detailed financial analysis. You 
can propose several possible alterna- 
tives and have them analyzed by the 
computer systems which will be used 
during the seminar. The resulting 
reports include minimum, maximum, 
and most likely sales, profit, and 
annualized ROI performance for each 


proposal. 


Computerized strategic analysis 
Besides the financial analysis, growth 
alternatives must also be subjected to a 
variety of other criteria to assure that 
they fst your existing operation. A 
special computer analysis tests the 
practicality of your choices. You have 
the chance to set priorities and have the 
computer suggest the best growth 
opportunity for your firm. Though the 
procedure is simple to use and under- 
stand, it offers a unique opportunity to 
explore your choices in a very 
sophisticated way. 


How to sell your new ideas 

This two day workshop is applications- 
oriented and therefore, includes a 
complete session on how to promote the 
new opportunities you discover. Special 
sessions deal with the fundamentals of 
good marketing campaigns and how to 
design an effective campaign for specific 
opportunities. Several check sheets are 
provided and several specific examples 
are given to give you the tools you need 


* Complete information on your 
new opportunities for growth! 


* Computerized feasibility 
analysis for your firm! 


* Detalied marketing instructions 
to make your new investments 


DAY 2 


Analyzing Your Alternatives 

Financial Analysis of Your Choices 

Strategic Analysis of Your Choices 
Considerations: How to Market Your 


Marketin 
New Ideas 


Promotion Campaigns: Successful Examples 
Computer Analysis of Your Alternatives: The 


Computer Reports 


Procedures for Following Through 


to promote your expansion. 


Who should attend? 

Amusement operators who have routes 
established regardless of size. Two 
individuals from each firm may attend 
at no additional registration cost. 


Developed by professionals 
This seminar-workshop is a product of 
Innovative Management Consultants 
(IMC). IMC has actively consulted 
amusement operators since 1979. 


Your seminar administrators are H. 
Richard Priesmeyer, Charles C. Ross, 
and Mike McBride. 


Where? 


Granada Royale in San Antonio, Texas. 


When? 
Wednesday & Thursday, August 22 and 
23, 1984. 


Price 

Price for the New Alternatives seminar 
is $295 per firm (maximum two persons 
per firm). Hotel charges $72 per night 
single occupancy, $82 per night double 
occupancy. You get Free airport 
transportation. Rooms are large suites 
with full kitchens and wet bar! Contact 
your local travel agent for airfares. 


How to register 

Call IMC at 512/396-3330 or send $295 
to IMC, 611 LaRue, San Marcos, Texas 
78666. 

Advance registration is necessary, since 
attendance is limited to the first 20 
firms. 


Registration Deadline — July 18 


Credit for subsequent IMC seminars will 
be issued in the event that a registrant is 
unable to attend. 
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Name 
Address 
City 

State 


AN INNOVATIVE MANAGEMENT 
CONSULTANTS 
SEMINAR-WORKSHOP 


To Register: Call 512/396-3330 
or Write 611 LaRue, San Marcos, TX 78666 
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KNOCKOUT 
PRICES! 


Star Rider 


FIRCION, Seecceme tres 2995 
SPACE ACO cay estes 2695 
Vo. PENMIS-xcorsaes 2395 
SDY HUN(Er «53-0842: 2895 
Cliffhanger ........ 1395 
Track & Field ...... 2145 
Pole Position....... 1895 
Ms. Pac-Man ...... 945 
KITS | 
Crystal Castles ..... 945 
Time Pilot ’84...... 825 
Space Ace w/player 1795 
Up & Down ....... 945 
Major Havoc....... 975 


545 
795 
DID 
495 


Champion Baseball . 
Mr. Do!’s Wild Ride 
Mr. Do!’s Castle ... 
PrO Cio se63 scale 


YES, 
We Do Have Used Pins. 


Interspace 
Video 
Sales 


The Industry’s Bottom Line 


800/221-7088 
in CA 916/386-0100 


NJ DECLARES 2 CARD 
GAMES ENTERTAINMENT 


New Jersey’s Department of Law 
and Public Safety Division of Alco- 
holic Beverage Control has declared 
two games to be entertainment 
devices and not gambling devices. 

Greyhound Electronics’ Casino 
Games, and Digital Controls’ Little 
Casino were exempted from the 
ban of video card game devices on 
alcohol beverage licensed premises 
In New Jersey. 

The games may be placed and 
operated in licensed premises when 
the following conditions are met: 
(1) a copy of the exception is fur- 
nished to the location to be shown 


to the director upon request, (2) the 
person placing the game notifies the 
Division of Alcoholic Beverage 
Control of the name and address of 
the location, name of the game, its 
serial number, and the name and 
address of the operator of the game, 
(3) the game may not be the basis for 
any gambling and it is the licensee’s 
responsibility to assure that it is not 
so used, and (4) scores attained by 
the user are not utilized as the basis 
for the award of anything of value or 
any prize without written permis- 
sion of the Division of Alcoholic 
Beverage Control. * 


ALWAY ENTERS INDUSTRY 


Alway Electronic Components, 
Ltd., a conversion kit marketer, 
recently opened its doors for busi- 
ness. 

“AEC will be offering a total pro- 
duct line that features quality, cre- 
ativity, and mass appeal at a modest 
price,’ said Cecily Wachtel, Alway 
vice president. “The first item in our 
line is a case in point. It’s a conver- 
sion kit of a game called Popper in 
which the player has to help a rabbit 
hop away from his enemies and 
dodge falling cans, while zapping 
his pursuers with boomerangs.”’ 

Wachtel said Popper “‘is not doing 


badly” and that the company, which 
has been in business about seven 
months, is working on another kit. 

Wachtel said the firm will make 
kits only because Alway President 
Carl Fleischman, a former operator, 


“believes it’s more feasible for oper- 


ators to convert games than go to 
dedicated games.” 

Details on the Popper conversion 
kit and on future Alway equipment 
can be obtained by contacting 
Alway Electronic Components, Ltd., 
550 Old Country Road, Suite 102, 
Hicksville, New York 11801, tele- 
phone 516/931-2136. e 


‘STAR RIDER’ EARNS MEDAL 


Computer Creations, Inc. of South 
Bend, Indiana, was recently awarded 
a first place Gold Medal for its ani- 
mation work on Williams’ Star Rider 
laser disc video game by The Houston 
International Film Festival. 


The 17th Annual Festival of the 
Americas honored the production 
in the category of experimental ani- 


mation. 

A total of 20 minutes of 3-dimen- 
sional graphics were produced for 
the game on Computer Creations’ 
videoCel digital computer anima- 
tion system. The production is 
unique because the graphics were 
designed in a way that allowed them 
to integrate with the graphics 
generated by the game. e 
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NOW 3 MONEY 
MAKERS FROM 
TONK-A-PHONE 


AIR 
TALKER. 


Talking Air Vendor 


ADVANTAGES: 


e Anti-Freeze Air Valve 

e Constructed of 18 gauge 
stainless steel cabinet 

© Coin-operated air vendor 

e Recordable sales message 
“Today we have asaleontires,” 
OR “Gee, what a HOT DAY, ice 
cold pop inside” are samples of 
what your air talker might Say. 


e Operator can change sales 
message any time 


e Easy to install 


Own Your Own Pay Phone:* 


Full-service phone now available. 
Now legal in most states: 


LONG-DISTANCE PAY PHONES 


e For local & long- 
distance calls 

e Free emergency “911” 
Capability 

e Timed local calls 


e Timed long-distance 
Calls 


e Touch tone 

e Adjustable time on calls 

e Works on standard 
business lines 

e Capable with MCI, 
Sprint, etc. 

e LED indicator lights 
displaying remaining 
time 

e Free “800” call capability 

e Time per coin 
accumulation 

e Stainless steel 
construction 

e Full one year warranty 


ee. 
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Dealers and Distributors 


Patent Pending inquiries invited 
AMERICAN MADE 


A GREAT SERVICE FOR YOUR 
RESTAURANT & LOUNGE LOCATIONS 


New cordless Rent-A-Phone for metered and local calls 
only. The waitress takes a cordless Rent-A-Phone to the 
customer's table. Each call is registered on the meter’s 
base unit. The customer pays for the calls with his food or 
drink bill. 


Phone: 612/471-0126 


Dealer and Distributor inquiries invited! 


TONK-A-PHONE, INC. 


P.O. Box 388, Spring Park, MN 55384 


OPERATORS OFFERED 


KIDDIE RIDE GUARANTEE 


International Kiddie Rides, Inc. of 
Largo, Florida, is offering operators 
who locate kiddie rides in medium 
to large grocery stores a guarantee 
that the rides will do at least 300 
rides per week for 30 days, accord- 
ing to Wayne McKnight, operations 
manager. 

“That’s 1,200 rides per month in 
any medium to large grocery store 
in the United States,” McKnight 
said. “If the equipment doesn’t get 
300 rides per week, operators can 
return it after the end of the first 30 
days fora full refund,” he explained. 

The equipment must be returned 
within 45 days of the shipping date, 
however, and operators must pay 
freight and handling charges. “An 
operator’s total investment would 
not exceed $200 per ride in freight 
and handling charges,” McKnight 
said. 

The company is sending letters to 
Operators explaining that retail 
stores like Sears and K-Mart make 
large sums of money on kiddie rides. 
“Some retail stores do 800 rides per 
week on equipment that costs less 
than $2,200,’ McKnight noted. 
Grocery stores average more money 
than that, he said, and in most cases, 
the space is available but isn’t being 
used. 

International Kiddie Rides, Mc- 
Knight said, is offering the guarantee 
because the company has had such 
good reports on revenues earned in 
grocery stores. “Some stores are 
getting $82.13 per month per 
square-foot ina9 square-foot area,” 
McKnight said, “while some videos 
are only doing $19-$50 per week.” 
The company has also done some 
studies in Florida which show that 
more parents are bringing their chil- 
dren with them to grocery stores. 
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One store averaged in excess of 
1,000 children under 12 per week 
while another averaged more than 
600. 

International Kiddie Rides han- 
dles both battery operated and 
hydraulic kiddie rides manufac- 
tured by R.J. Newborough and 
Elektro Mobiltechnik. The two com- 
panies merged in March and 
formed the subsidiary International 
Kiddie Rides Inc. in the United 
States. 

Elektro Mobiltechnik’s Disco 
Scooter, a battery operated ride 
for adults and children, was recently 
introduced by International Kiddie 
Rides. The Disco Scooter is de- 


scribed as a “‘mini dodgems’”’ and 
features an adjustable timer, rein- 
forced steel chassis, heavy duty rub- 
ber bumper, fiberglass body, and a 
car seat safety belt. Riders can steer 
the Disco Scooter forward and 
backward and can also make it spin 
around. 

The company’s hydraulic rides are 
being reengineered in Europe, 
McKnight said, and will be available 
at the end of June. 

International Kiddie Rides has 
also recently moved to a larger 
Florida location. The new address is 
9261 130th Avenue N., Largo, 
Florida 33543. Telephone: 813/581- 
7001 or Telex: 56-6028. ® 
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Celebrating the official merger of R.J. Newborough Co., Ltd. and Elektro- 

Mobiltechnik Gmbh are (I to r) Roger Newborough; Jean Corzani of Elektro- 

Mobiltechnik; Wayne McKnight, operations and marketing manager for 
International Kiddie Rides, Inc.; and attorney David Shrader. 
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TOP VIDEOS 
Arcade Locations 


Twelve of 33 videos (36%) with a response rate over 
10 percent have above average performances. 


Rating 
July 1 Junel15 June l 
* 1. Punch Out!!/Nintendo .... 100.0 107.7 104.7 
* 2. Spy Hunter/Bally Midway 97.6 100.0 100.0 
x 3. VS. Tennis/Nintendo ..... 77.0 89.2 93.0 
4. Track & Field/ 
Konami/Centuri.......... 74.1 749 81.1 
* 5. Pole Position II/Atari..... 72.9 70.9 81.6 
6. MACH. 3/Mylstar........ 71.4 70.2 82.7 
7. Pole Position/Atari....... 68.6 65.4 70.9 
* 8. Space Ace/ 
Cinematronics........... 66.5 76.5 98.0 
Provisionally Rated Videos 
Provisional Ratings July 1 June l5 June l 
Crossbow/Exidy ............. 83.3 96.4 108.0 
Firefox / Alans 3 6 78.6 — 72.1 


Time Pilot '84/Konami/Centuri 74.6 ~ — 
Mega Zone/Konami/Interlogic 649 _ _ 


TOP PINBALLS 
Arcade & Street Locations 


Eight of 20 pinballs (40%) with a response rate over 
10 percent have above average performances. 


Rating 
July 1 Junel5 June l 
* 1. Sharpshooter II/ 


GOS PIER oc i kets 100.0 86.3 92.3 
* 2. Laser Cue/Williams ...... 97.5 112.9 83.6 
3. Kings of Steel/ _ 
Bally Midway ............ 95.6 100.0 92.1 
* 4. Jacks To Open/Gottlieb.. 93.4 98.8 100.0 
5. Firepower II/Williams.... 85.8 87.9 o 
6. Eight Ball Deluxe Special/ 
Bally Midway ............ 82.2 — _ 
Provisionally Rated Pinballs 
Rating 
Provisional Ratings July 1 June 15 June l 
Attila the Hun/Game Plan ... 165.0 —_ _ 
Ready-Aim-Fire/Gottlieb...... 101.3 94.1 96.9 


Provisionally rated games in each category are 
above average performing games with a response 
rate between 10-25 percent. 


TOP VIDEOS 
Street Locations 


Fourteen of 30 videos (47%) with aresponse rate over 
10 percent have above average performances. 


Rating 
July 1 June 15 Junel 
* 1. Pole Position II/Atari ...... 100.0 96.0 100.0 
2. Track & Field/ 
Konami/Centuri ............ 89.0 100.0 92.3 
* 3. Dragon's Lair/ 
Cinematronics. ............. 88.6 — 92.4 
4. Pole Position/Atari ........ 87.4 88.4 87.2 
Provisionally Rated Videos 
Rating 
Provisional Ratings July 1 Junel5 June l 
Punch Out!!/Nintendo........ 138.9 _ 137.5 
Spy Hunter/Bally Midway .... 127.3 141.5 114.4 
VS. Tennis/Nintendo......... 117.8 118.4 132.0 


Space Ace/Cinematronics... 109.8 89.2 121.0 
Mr. Do!’s Wild Ride/Universal 98.7 85.9 — 

Time Pilot '84/Konami/Centuri 95.5 — _ 
104.5 


Birdie King II/Coin-It......... 90.1 — 

Mega Zone/Konami/Interlogic 89.1 _ _ 
MACH. 3/Mylstar............ 86.5 _- 100.6 
Motorace USA/Williams .... 860 _ 


88.0 
NOVELTIES (non-videos) 
Arcade & Street Locations 


Eight of 20 novelties (40%) with a response rate over 
10 percent have above average performances. 


Rating 
July 1 Junel5 Junel 
* 1. Skee-Ball/Skee-Ball ...... 100.0 90.1 o 
* 2. Triple Strike/Williams .... 100.0 87.5 85.9 
3. English Mark Darts/ 
PN Venlo b fo RAN a ee Fa ot 79.7 69.1 _ 
Provisionally Rated Novelties 
Rating 
Provisional Ratings July1 Junel5 June l 
Big Strike/Williams .......... 113.0 68.4 92.1 
Shoot Away/Namco.......... 100.0 73.7 73.6 
Whac-A-Mole/ 

Bob’s Space Racers....... 97.8 100.0 68.2 
Punchball/Zamperla ........ 87.0 82.9 81.8 
Super Shifter/ 

Bob's Space Racers ........ 72.4 _ —_ 


* Conditionally Rated—Weekly average 
based on less than 50% response rate. 
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:ALPHA-OMEGA SALES = 


SEND YOUR MONITORS & BOARDS TO “FRANK THE CRANK’—He'll fix ’em right! 
On reconditioned prepaid game orders, WE’LL SPLIT THE FREIGHT! (min. $1,000) 
On KIT orders, WE’LL PAY THE ENTIRE FREIGHT! 


KITS—KITS—KITS 


LOWEST PRICES ON THE HOTTEST CONVERSION KITS 


MR. DO!’S WILD RIDE — MAJOR HAVOC — MEGAZONE — TIME PILOT ’84 
CHAMPION BASEBALL II — CIRCUS CHARLIE — NOVA 2001 — BLASTER 
MYSTIC MARATHON — SPACE ACE (Special $995) — SUPERBIKE ($275) — TIN STAR 
UP & DOWN — JR. PAC-MAN — ELEVATOR ACTION — BOOMER RANG’R 
MARIO BROS. — POLE POSITION II — DONKEY KONG 3 


NEW GAMES — CLOSEOUTS 


LASERS—POOL TABLES—BILL CHANGERS—JUKES—PINBALLS 


TAG TEAM WRESTLING ($1545) — PUNCH-OUT — JACKS TO OPEN —VS. TENNIS 
TRIPLE STRIKE — CENTURY DARTS Il — PENNANT FEVER — ICE/FIRE ESCAPE 
BIG BAT — VIDEO JUKEBOXES — SPACE ACE — AIR HOCKEY — CROSSBOW 

SPY HUNTER — KINGS OF STEEL — TEN YARD FIGHT — LASER CUE — TAPPER 
TRACK & FIELD — STAR RIDER ($2495) - FOOSBALL ($695) 
SPECIALS 
E-Z SLATE LIFTER (New $445) — NEW .984, .882, and .900 BRASS TOKENS—5¢ each 


GREYHOUND 104CT VIDEO CARD GAME 


FACTORY OUTLET—LOWEST PRICES ANYWHERE—BUY AT BIG SAVINGS 
6-MONTH WARRANTY—IMMEDIATE BOARD EXCHANGES 


LOCATION-READY SPECIALS 


30-DAY WARRANTY 


Baby Pac-Malti 2 i.sicon os oeans 5200 ns $ 895 [OUSU so ccsameeteou erate sad aeweund 695 PDO itascaseteweaddacedstadeeyes 1095 
BARMAN sc cdccue nes aceeenenee ke 595 VOUTNOY si oe eee neta a0 sad ea 795 QM distehlune ci sameeasedace tits 395 
DOLZORK caine aumhinueeeansornw aves 395 TE PACING 4 a2cice yin ease «hates 1495 RGAClOl ena a 'scktetu kus ioseanases 595 
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NEW REPORT TO FORECAST 


Malcolm E.A. Kaufman, a video 
game and computer entertainment 
consultant, will publish Rebound 
Report, featuring an analysis of the 
future direction of video game 
technology. “The focus is on both 
coin-op and home,” Kaufman said. 
“Much of the technology is appli- 
cable to both.” 

Contributors are among the 
industry's best “‘technical brains,” 
Kaufman said, who combine knowl- 
edge with marketing sense. To 
appear in July, Rebound Report is 
aimed at executives who want inside 
information on new marketing and 
consumer trends and technological 
advances. 

“I see the bright lights on the 
horizon for this industry which has 
recently been in complete disarray,’ 
Kaufman said. “Virtually all industry 
executives are scrambling to come 
up with a business plan to take 
advantage of future trends, and 
they’re having a tough time of doing 
it. 

“These reports will definitely key 
in on future avenues from a tech- 


Malcolm E.A. Kaufman 
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nological point of view, and thus 
indicate new avenues of profitability 
for companies remaining in or 
entering the industry,” he con- 
tinued. 

Compiled in three installments, 
Rebound Report will assess the 
impact of artificial intelligence, with 
implications for the entertainment 
side of the computer industry; 
video discs; and what Kaufman calls 
the “ultimate black box in the 
home,’ allowing consumers to 
interface with various entertain- 
ment media, including VCRs, per- 
sonal computers, and televisions. 


“We will provide readers with a 
well-rounded insiders’ perspective 


on developments in the video game. 


and computer entertainment indus- 
try which pose far-reaching impli- 
cations for non-entertainment 
sectors of the computer industry as 
well,’’ Kaufman said. 


Contributors for the series of 
three issues of Rebound Report 
include Ralph H. Baer, a former 
Consumer Electronics Industry 


Ralph Baer 


VIDEO TRENDS 


Association inventor of the year and 
the owner of the basic video games 
patents which launched the indus- 
try worldwide; David P. Chandler, 
who with a background in aeronau- 
tics, is the father of Mattel’s Intelli- 
vision system; and Vincent E. 
Giuliano, an expert in artificial 
intelligence and formerly an execu- 
tive with Arthur D. Little. 


“Contributors were chosen for 
their ability to provide independent, 
objective analysis without favoring 
any one aspect of the industry,” 
Kaufman said. 

Kaufman owns the industry’s first 
video game talent agency, Malcolm 
E.A. Kaufman Talent Agency, which 
he established in 1981. 


Subscriptions for the Rebound 
Report cost $150 through July 15 
and $250 thereafter. 


Corporate offices for the Rebound 
Report and Malcolm E.A. Kaufman 
& Associates are located at 9744 
Wilshire Blvd.,Suite 305, Beverly 
Hills, CA 90212. Telephone: 213/859- 
9158. e 
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THE 
CALENDAR 


June 13-15 
NCMI’s 2nd Annual Seminar and 
Meeting, ‘Survivors’ Seminar—A 
Look Ahead.” Sheraton Harbor 
Island West, San Diego, CA. For more 
information, contact NCMI at 
305/561-0886 or 800/327-7724. 


June 14-17 
International Championships Valley 
8-Ball League, MGM Hotel, Las 
Vegas, NV. For more information, 
contact Emil Marcet at 517/892- 
4536 


June 15-17 


1984 Illinois Coin Machine Opera- 
tors Association Annual Meeting, 
Carson Inn/Nordic Hills, Itasca, IL. For 
information, call Patricia Luciew at 
312/369-2406. 


August 16-19 
Pennsylvania Amusement and Music 
Machine Association (PAMMA) 2nd 
Annual Convention. Hershey Lodge 
and Convention Center, Hershey, PA. 
For more information, call Ernest P. 
Kline at 717/737-5675 


October 11-14 

1984 NAMA National Convention— 
Exhibit of vending and food service 
management, Georgia World Con- 
gress Center, Atlanta, GA. Contact 
Jack Rielley, NAMA, 7 South 
Dearbom St., Chicago, IL 60603. 
Telephone: 312/346-0370. 


DAN BROWN DIES 


Dan Brown, 71, died April 18 of a 
heart disease he had for several 
years. A dinner had been planned in 
his honor by the Coin Machine 
Industries Association of New 
England June 14 soon after his 72nd 
birthday. 

He was employed at Rowe for 
many years and was working as a 
consultant at the time of his death. 

He is survived by his wife Grace, 
two daughters, and ason. * 
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BETSON PERSONNEL 
CHANGES 


Dave Myers has been promoted 
to sales manager of Betson Enter- 
prises in Moonachie, New Jersey. 


Myers joined Betson about one 
year ago and has been involved in all 
phases of Betson’s sales and mar- 
keting activities. 


In other personnel changes, Neal 
Rosenberg was appointed director 
of operations, and Rick Urba was 
promoted to controller. Mike 
Guidi, former credit manager for 


Bally Northeast, was added to the 
sales force to handle the North- 
eastern region of Betson’s sales area. 

Randy Taylor, a seven year 
veteran of the coin-op industry with 
Rowe International, is now branch 
manager at Betson’s new Long Island 
location. 

Formerly with Mondial Inter- 
national, Jim Cokelet is the newest 
member of the Betson sales team. 
He will be working in the Long 
Island-New Jersey market. * 


WILLIAMS SLATES TV SHOW 


The first show produced by 
Williams’ joint venture, The Enter- 
tainment Television Company, will 
debut in September 1984 on 65 
Stations. 

Titled This Week's Music, the 
show is a daily half-hour dance pro- 
gram featuring its own dance troupe 
and musical performers and music 
videos. This Week’s Music is co- 
produced by Viacom Enterprises 
and The Entertainment Television 


Company, the joint venture formed 
by Williams with Charles Koppel- 
man and Martin Bandier. Syndica- 
tion was arranged by Viacom Enter- 
prises. 

Additional music-oriented tele- 
vision series and specials, designed 
to capitalize on trends in television 
programming are in various stages 
of production and will be offered 
for network and first-run syndicated 
broadcast later this year. * 


PACE SCHEDULES CLASSES 


Pace will conduct classes in Uni- 
versal Repair for Electronics at its 
Laurel, Maryland, facility August 13- 
17 and September 10-14. 

This training program is designed 
to teach the logic and the skills 
needed to perform quality, non- 
destructive repair on all types of 
electronic modules and assemblies. 
Universal Repair for Electronics 
combines military and NASA speci- 
fications with functional commercial 
practices. It is recommended for 
personnel who will manage or 


repair electronic equipment in the 
factory or in field maintenance 
facilities. 

Tuition cost per student will be 
$495 for the five-day class. This does 
not include air fare, board, lodging, 
food, and other personal costs. 
Those interested need to contact 
Beth Amelio, sales administrator, at 
301/490-9860 to reserve a position in 
this class. A limited number of 
students will be accepted. Call for 
information on additional class 
dates. ® 
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Why this magazine 
and more than 
1,000 others let us 


go over their books 
once a yea. 


Some magazines, we're sorry to say, keep their 
readers undercover. They steadfastly refuse to let BPA 
(Business Publications Audit of Circulation, Inc.) or any 
other independent, not-for-profit organization audit their 
circulation records. 

On the other hand, over 1,000 publications (like this 
one) belong to BPA. Once a year, BPA auditors examine 
and verify the accuracy of our circulation records. 

This audit provides the name, company, industry and 
job title of every reader each publication reaches. The 
information helps advertisers to determine if they are 
saying the right thing to the right people in the right place. 

It also helps somebody else important: you. Because 
the more a publication and its advertisers Know about you, 
the better they can provide you with articles and 
advertisements that meet your informational needs. 

BPA. For readers it stands for meaningful information. 
For advertisers it stands for meaningful readers. Business 
Publications Audit of Circulation, Inc. 
360 Park Ave. So., New York, NY 10010. BPA 

MEDIA INTELLIGENCE 
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The Rowe International booth was busy as showgoers 
watched the new Rowe video jukebox. 


FOWE IN? 


| I } 


This A-shaped shuffle alley drew lots of attention 
at AOE and again at LAMOA. 


LAMOA Holds Second Meeting 


Baton Rouge, Louisiana’s capital 
city, was the site of the 2nd annual 
Louisiana Amusement & Music 
Operators’ Association meeting. 
Exhibitor and manufacturers’ repre- 
sentative attendance was impressive. 
But factory and distributor person- 
nel outnumbered attendees, and 
they spent their time talking among 
themselves. 

There were several reasons forthe 
lack of attendance. “There was an 
obvious lack of promotion,” said 
Tom Siemieniec of Centuri, there to 
promote Circus Charlie and Track & 


AWEET VENDING & SALES 


and Annette Richardson. (Mike said he was shy!) 
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By Valerie Cognevich 


Field. “I just don’t feel like anyone 
knew about the show.” 


However, Chris Kanellakis of 
AMA Distributors cited a different 
explanation. ““Many operators in 
Louisiana are small businessmen, 
many times making their own ser- 
vice calls. | don’t think they have the 
time or money to spend away from 
their businesses. And although 
current membership numbers over 
120, some of those may be out of 
business now.” 


Exhibitors included local distribu- 


tors, AMA Distributors, Inc., Coin 
Machine Distributors South, Rowe 
International, and Southwest Vend- 
ing’s Shreveport branch. Other 
exhibitors were Mobile Record 
Service, Dynamo, House of Cards, 
and Game Technology, Inc., maker 
of the Bumper Shuffleboard first 
shown at AOE. 

“Operators seem to be extremely 
selective, but if you have a good 
game to sell, they'll buy,” one dis- 
tributor said. An operator com- 
mented, “‘I just want to be able to 
make a profit on a game so I’m 


Art Gallagher of Dynamo is very serious as he answers 


questions about Dynamo’s pool tables. 
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Chris Kanellakis of AMA Distributors 
demonstrates a Rock-Ola jukebox. 


looking at things like pool tables 
and other non-video pieces. How- 
ever, when a good video comes 
along, I’ll be there to buy it.”’ 


Dock Ringo, president of AMOA, 
offered some encouraging words. 
“It’s not for us to sit and say business 
is down. It’s up to us to figure out 


CALL TOLL FREE 


800-227-5813 
IN CA 800-227-5814 
OR 408-625-5333 
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how to provide the entertainment 
that is just as important as food. 
Entertainment has always been 
important and it is important now.” 
Ringo closed his speech at the meet- 
ing with an inspirational quote, “If 
you don’t pitch in and do your part 
and | don’t pitch in and do my part, 
we won't have a part to pitch into.”’ 


Coin Machine Distributors exhibited 
some of the latest equipment. 
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Bob Nims, LAMOA legislative 
committee member, urged opera- 
tors to contact their congressmen 
on the jukebox copyright legisla- 
tion. Senator Russell Long of Louisi- 
ana claims he is uncommitted on the 
issue. Nims suggested operators 
contact him to try for a commit- 
ment. é 


"Quality is Our 
Family Tradition’ 


HOFFMAN &y HOFFMAN 


P.O. Box 896, Carmel, California 93921-0896 
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TOURNAMENTS 


$3,500 Won 


tT OLYMPIC CENTER 


HOR THERH HY 
BALL - APRIL & 


USS. RINK 11 AM 


This sign greeted tournament participants 
as they entered the Lake Placid Olympic Center. 


at New York 8-Ball Tournament 


A total of $3,500 was awarded to winners at The 
Eighth Annual Northern New York 8-Ball Tournament 
at the Lake Placid Olympic Center. 

The tournament started January 8 and ended 
April 8 with 26 Northern New York locations partici- 
pating. Lasting nine weeks, the tournament featured 
eight weekly matches and a final in the ninth week to 
determine the A, B, and Women’s division winners 
from each location. 

The contest’s sponsors were Valley Vending of 
Plattsburgh and Upstate Vending in Lake Placid. 

Dennis Premore, representing the Woodstock in 
Plattsburgh, won $500 for first place in the A Division. 
The B Division first place winner is David Varano, 
representing The Office Bar in Plattsburgh. He won 
$250. Kara Roberts captured first place in the 
Women’s Division. She represented the Dry Dock in 
Plattsburgh and received $175. ® 


South Dakota Pool Tournament 
Draws 476 Players 


About 476 men and women from 145 communi- 
ties competed in the 18th Annual South Dakota 8-Ball 
Tournament of Champions in Pierre in late April. 

April 28-29 was proclaimed “8-Ball Weekend” in 
South Dakota by Governor Bill Janklow. 

Jerry VanScharrel of Sioux Falls won the A Divi- 
sion title and its $1,000 prize, and his wife Deb 
VanScharrel picked up second place in the Women’s 
Division and its prize of $150. Jerry represented Stars 
& Steins in Sioux Falls, and Deb played for 3 Mile 
Corner in Flanders. 

First place in the B Division and $500 went to 
Martin Smith representing the VFW club in Getts- 
burg. Butch Riggert won $300 after placing first in the 
C Division. He played for the Blackhawk Lounge in 
Blackhawk. The Women’s Division title went to Timi 
VanBoening of Piedmont representing the Elkcreek. 

The Tournament of Champions was sponsored 
by the Music and Vending Association of South 
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Dakota and sanctioned 8-ball locations throughout 
South Dakota. e 


Timi Vanboenine (left) won ied place in the Women’s 
Division. Second place went to Deb VanScharrel, third 
place to Myra Stevfen, and fourth place to Mary Sue Choal. 
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ALTERNATIVES FOR THE OPERATOR 


INTRODUCTION 


Every major industry was once a growth industry. But 
some that are now riding a wave of growth enthusiasm are very 
much in the shadow of decline. Others which are thought of as 
seasoned growth industries have actually stopped growing. In 
every case the reason growths threatened, slowed, or stopped 1s 
not because the market 15 saturated. It 1s because there has beena 
failure in management. 

The failure 1s at the top. The executives responsible for 
it, in the last analysis, are those who deal with broad aims and 
policies. Thus, the railroads did not stop growing because the 
need for passenger and freight transportation declined. That 
grew. The railroads are in trouble not because the need was filled 
by others (cars, trucks, airplanes, even telephones), but because 
it was not filled by the railroads themselves. They let others take 
customers away from them because they assumed themselves to 
be in the railroad business rather than in the transportation 
business. The reason they defined their industry wrong was 
because they were ratlroad-ortented instead of transportation- 
oriented; they were product-oriented rather than customer- 


oriented. 


These comments are taken from a 
classic marketing article titled 
“Marketing Myopia.” The article 
was written by Theodore Levitt in 
1960 and first published in the 
Harvard Business Review, 38 July- 
August 1960), pp. 24-47. If you are 
in the amusement business, you 
should read the rest of it. 

Every year the Amusement Oper- 
ators Expo seems to have a differ- 
ent theme. That theme is not the 
official title of the show, but reflects, 
rather, the presiding ideas of attend- 
ing operators. At Innovative Man- 
agement Consultants, we pick up on 
that theme in the process of putting 
together our seminars for each 
years exposition. 

Last year the theme was ‘How to 
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Survive the Industry Shakeout.”’ 
This year the theme can be called 
“What Business Are You In?” Last 
year we talked about dealing with 
the problems in the industry. This 
year we redefined the industry, and 
in the process, we came up with 
some of the most exciting ideas the 
operator has seen in several years— 
ask anyone who participated in our 
AOE seminars. 


What business are you in? If you 
are in the amusement industry, you 
won't be after you read the special 
series of articles in Play Meter this 
issue. 


When participants entered our 
seminars at the AOE, they came in 


aS amusement operators and left as 
members of a different industry. 
They went home to expand routes, 
buy equipment, and get ready to do 
business. In the words of the ‘“Mar- 
keting Myopia” article, they came in 
railroad-oriented and left trans- 
portation-oriented. 

Six thought-provoking articles 
are included in this issue of Play 
Meter to describe in detail the 
strategic changes each operator 
needs to make to get himself back on 
the growth track. At Innovative 
Management Consultants (IMC), 
we felt obligated to write our ideas. 
Play Meter felt obligated to publish 
them. Now it’s your opportunity to 
read how you can change your indus- 
try by changing your mind. e 
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Alternatives for the Operator 
Article Series By H. Richard Priesmeyer, Ph.D. 


“Alternatives for the Arcade Operator” by Charles C. Ross 


Where does the service distribution concept leave the arcade operator? This 
article explores some innovative approaches for maintaining and improving 
arcade performance. 


“What Business Are You In?” by H. Richard Priesmeyer, Ph.D. 


The article examines and answers the question above. It offers the operator a new 
perspective on his current operation and its potential for growth. 


“For the Operator: Your Role as a Service Distributor” by H. Richard Priesmeyer, Ph.D. 


Written for the operator, this article describes a ‘service distributor,” a new job in 
a new industry. 


“Industry Conditions: Why Service Distribution Makes Sense” by H. Richard Priesmeyer, Ph.D. 


This article examines the state of the industry from marketing and economic 
perspectives. It offers a solid forecast of what you can expect and explains why the" 
concept of the operator as a service distributor is the logical approach for those in 
the amusement industry. 


“Strategies for Growth” by H. Richard Priesmeyer, Ph.D. 


Only a limited number of growth strategies are available for any type of firm 
under any conditions. Those strategies are reviewed here. The article then focuses 
on the operator's situation and makes specific suggestions for increasing sales, 
profitability, and return-on-investment. 


“Analyzing Alternatives: A Specific Procedure” by H. Richard Priesmeyer, Ph.D. 


Unlike the other articles in this “Alternatives for the Operator” series, this article 
presents a specific methodology for’ analyzing the many choices available. A 
sample problem ts presented. e 
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ou say that your arcade 
Y revenues are down and down 
bad. You have tried every 
promotion you can think of, have 
continued to add new equipment, 
and you still can’t seem to get your 
revenues close to where they were in 
the recent past. 

Well, I have a rather startling 
statement to make: All arcades were 
destined to fail from the moment 
the boom started in 1979. Why were 
they destined to fail? The answer ts 
quite simple. We did not understand 
a formula called “High Tech/High 
Touch.” High Tech/High Touch 
describes the way we respond to 
technology injected into society. 

In 1982 John Naisbitt wrote a 
book titled ‘“Megatrends; Ten New 
Directions Transforming Our 
Lives.” (By the way, the book should 
be required reading for every amuse- 
ment operator.) In this book (which 
spent more than 60 weeks on The 
New York Times best seller list and 
is now on the best selling list of 
paperbacks), Naisbitt has a chapter 
called High/Tech High/Touch. 

In it, Naisbitt said that when tech- 
nology is introduced into society, 
there must be a counterbalancing 
human response—that is, high 
touch—or the technology is rejected. 
The more high tech, the more high 
touch. There must be a balance 
between the material wonders of 
technology and the spiritual de- 
mands of our human nature. 

In our lifetime, television was 
perhaps the most powerful intru- 
sion of technology into our daily 
lives. At almost the same time as 
television hit the airwaves of most 
homes in America, the group- 
therapy movement was created. It 
led to the personal growth and 
improvement movement (TM, 
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By Charles C. Ross 


HIGH TECH 
VS. 
HIGH TOUCH 


yoga, Zen, etc., all very high touch). 


High touch 

As high tech heart transplants 
were introduced, we counterbalanced 
them with high touch neighborhood 
clinics and renewed interest in the 
family doctor. 

The high tech jet airplane simply 
led to more high touch meetings like 
the AMOA, ASI, and AOE. 

The high tech word processor led 
to more handwritten (high touch) 
notes. 

In the factory, Ford Motor Co. 
introduced high tech robots and 
counterbalanced them with ugh 
touch quality control circles com- 
prised of foremen and line wv orkers. 

Even in the movie “Star Wars” 
we see the balancing of high 
tech/high touch. It portrays the 
contest between characters who use 
technology and then, at the last 
minute, inject high touch or “anti- 
technology.” At the end of the 
movie as Luke Skywalker flies in to 
destroy the Death Star, he uses his 
high tech computer. Then, at the 


last minute, Luke turns off the 
computer when he hears “Use the 
force Luke.” 

To put it another way, as tech- 
nology invades us we have the need 
for human touch—to see and touch 
other people and to watch their eyes 
and hand movements. If these 
things are missing, we have “high 
tech backlash.” 

When the new technology is not 
counterbalanced with high touch, 
we rebel against it. For example, 
there is a resistance to electronic 
banking. There is no high touch in 
the high tech of electronic fund 
transfers so customers reject elec- 
tronic banking. Most people enjoy 
the high touch of writing a check or 
going to a bank and conversing with 
a teller. Both of these are high touch 
activities. 


High tech rebellion 

The telephone recording device is 
perhaps the best example of the 
rebellion against high tech. You 
make a call on the (high tech) tele- 
phone. You patiently wait for a 
(high touch) voice to answer, 
thereby giving you a counterbalance 
of high tech/high touch. But instead 
of a warm human voice, you get Hi, 
this is Charles. I am out of the office 
now, but if you will leave your 
message. . .” About that time you 
normally hang up the phone in 
disgust. Why? Because you got high 
tech followed by high tech, with no 
counterbalancing high touch, and 
you rebelled by hanging up and 
leaving no message. 

Here is another one to mark in 
your book—according to John 
Naisbitt, the metric system will 
never work in the United States. 
Metric is high tech and there is no 
counterbalancing high touch so 
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for savings 
up to 25% 
on your next 
Token Order 


Call our toll-free number for 
immediate quotation and 
we'll prove to you that we 
will save you up to 25% on 
your next token order. 
Same day shipment on 
stock tokens and only 3-4 
week delivery on custom 
tokens. 


Design service available 
at NO COST. Call Roger 
Williams Mint for best 
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metric will never fly, he said. The 
inch is about the size of the middle 
joint of our fingers, and the quart is 
the traditional container of the 
ultimate higher-touch beverage, 
milk. By the way, how long is 50 
centimeters? 

How does this information apply 
to the arcade operator? 

Look at the basic arcade as it is 
constructed today. A player walks in 
the door and he is immediately 
greeted by a nice little sign stating 
“No Food, No Smoke, No Drink.” 
He then walks over to a bill changer 
(high tech) to get his tokens. Then 
he ambles over to one of the most 
high tech machines accessible to the 
general public today. The video 
game is more high tech than tele- 
vision, the telephone, or most any 
other device available to the masses. 
There has been no high touch 
counterbalance in the arcade since 
the invasion of the video game. 

In addition these high tech game 
rooms have no high touch counter- 
balance and this led to high tech 
rebellion. The rebellion was led by 
parents and local legislators 
imposing new laws, new operating 
hours for arcades, new zoning 
ordinances, and a multitude of other 
bad reactions. 

I argue that the majority of these 
reactions to the high tech arcade 
stemmed from the fact that we did 
not offer any sort of counterbal- 
ancing high touch. 

How could the lack of high touch 
cause a rebellion that led to these 
laws and ordinances? The same way 
that the rebellion against the high 
tech polygraph test led to it being 
outlawed in 19 states. As a result of 
no high touch counterbalance, the 
same thing basically happened with 
arcades. 

By the way, all that lip service 
about kids wasting money on video 
games and video games corrupting 
them and making them addicts has 
never been the issue. We injected a 
high tech piece of equipment into 
society wherever there was an 
empty wall plug with no counter- 
balancing high touch. 


Not enough touch 
Isn't it high touch when a person 
watches someone play a video 


game? After all, he is talking, 
offering words of encouragement. 
Yes, this involves high touch, but 
players and onlookers are still not 
getting the high touch of eye 
contact. There is some high touch in 
the arcade, but there is not enough 
to counterbalance all the high tech. 

Many people tout the comeback 
of pinball. The pinball, the pool 
table, and the foosball table are all 
much more high touch pieces of 
equipment than the video game 
which is a computer with which 
players interact. Is the comeback of 
pinball due to the fact that it is a 
high touch machine? I must say yes. 
Watching a steel ball roll around a 
flat painted surface is much more 
high touch than playing any video 
game. Somehow the player feels 
more in touch with the game. 

What about the pool table, the 
backbone (according to the old- 
timers) of the amusement industry? 
The player can play pool, touch the 
stick, watch the other player, drink a 
beverage, and talk to other people at 
the same time he plays this high 
touch game. 

So Mr. Arcade operator, what can 
you do to survive? The answer 
should be apparent by now—get 
high touch in the arcade. Now let me 
open up my solution scenario with 
all the things that you do not want to 
hear. I suggest you begin to allow 
smoking, eating, and soft drinks in 
the arcade just as soon as you can — 
tear down all the signs. When I say 
“in the arcade,’ I mean next to the 
games, not in some separate room 
or selected area. 

In fact I strongly suggest you put 
in a full blown snack bar with all the 
traditional foods such as soft drinks, 
popcorn, hot dogs, nachos, French 
fries, onion rings, sandwiches, and 
just about any other fast food you 
can easily prepare. Why allow food, 
drinking, and smoking? Because 
these are all high touch activities. 

“Yeech? I don’t want to get into 
the food business and allow all that 
mess on my machines, and I sure 
don’t want the image of a place that 
allows smoking.” This is the typical 
response to my proposed solution. 


‘Fine, you continue doing what you 


are doing now and you will go 
broke—it’s just a question of time. 
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Then you will have no problem with 
dirty equipment. In response to the 
mess, I say clean it up. That is why 
you have hired help. 


Provide recreation 

I don't advocate that you encour- 
age smoking by selling cigarettes, 
but don’t discourage it with signs. 
Provide ashtrays and bear it. How 
can we call the arcade a place of 
recreation if players can’t eat, drink, 
or smoke a cigarette there? Is it a 
place of recreation or just a place to 
go touch the future? The arcade is no 
longer the future but a part of every- 
day life, i.e. the video game. 


How can we call 
the arcade a place 
of recreation if 
players can’t eat, 


Another proposal ts that you 1n- 
stall a dance floor. There is nothing 
more high touch than a dance floor 
with people touching each other as 
they dance and bump into each other 
when it is crowded. After all, what 
can be more high touch than a 
crowded dance floor with a strobe 
light flashing and whirling 
overhead? 

By now you have formed an 
opinion about my extension of John 
Naisbitt’s theory about high 
tech/high touch. I don’t know if 
trying to get high touch into the 
arcade will work but, as I have 
previously stated, continuing to do 
what you have always done is the 
equivalent of riding in an airplane 
after its engines have quit. Sooner or 
later it will hit the ground. Time will 
tell if this is an alternative for the 
arcade operator. e 
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By H. Richard Prie 


our business is constantly 

changing. You rotate equip- 

ment and buy, sell, and con- 
vert equipment in a constant effort 
to promote sales and profits. The 
‘changes you implement include 
promotions, changes in personnel, 
and changes in contract arrange- 
ments with location owners. Let’s 
look at the underlying cause of these 
daily modifications in your opera- 
tion. 

The management decisions de- 
scribed above are all made within 
the context of doing business within 
a given industry. That is, you view 
yourself as being in the amusement 
industry; therefore, you move, 
modify, maintain, and promote 
amusement equipment. As long as 
you remain committed exclusively 
to the amusement industry, your 
company performance is deter- 
mined not only by your promotional 
efforts but by the state of the indus- 
try. 


You have myopia. 

Myopia is “a visual defect in 
which distant objects appear blur- 
red. It is “shortsighted in thinking 
or planning” (Webster, 1968). Mar- 
keting myopia is when we are 
unable to see our company ina broad 
perspective. We are unable to see 
how our industry has changed and 
how customer demands have changed. 
The symptoms for this “manage- 
ment disease” are declining sales 
and profits, increased risk, increased 
debts, decreased employee morale, 
and increased stress. It must be 
treated, as it can easily develop into 
financial ruin or bankruptcy. 

For an analogy, liken it to trying 
to go north on a south-bound train. 
No matter how fast the train runs or 
how hard you try, the end result is 
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predetermined—you're going south. 
Myopia ts when you don’t understand 
why. 

That is not to say that the train 
will never go north again. I am not 
Suggesting the end of the amuse- 
ment industry or that it will never 
rebound as the old-timers say it 
always does. What I am suggesting 
is that we should gain a perspective 
on this industry. We should not be 
so surprised when it goes up just as 
we should not be so surprised when 
it goes down. 


An answer 

So what business are you in? You 
probably think you are in the 
amusement industry. But we can 
change your industry by changing 
your mind; you are in the service 
distribution industry. You are part 
of a well-established distribution 
network that is myopic to think that 
the only service it can distribute is 
amusement related. There is no way 
to overemphasize that statement. 
You offer services, not amusement 
machines. 

There's an old saying in the hard- 
ware business: “You don’t sell drills; 
you Sell holes.” Manufacturers don’t 
build products for the sake of the 
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products themselves. They build 
them for the services they render. If 
you are product-oriented, you 
become myopic. You lose the broad 
perspective and fail to change to fit 
the unfolding new markets and 
Opportunities. 

You are in the service distribution 
business. You distribute services. 
Railroad companies were not in the 
railroad industry; they were in the 
transportation industry. They were 
just too myopic to see it that way. If 
they had, they would be in the 
airline, trucking, and automobile 
businesses. Exxon is not in the oil 
business; it’s in the energy business. 
If buggy whip manufacturers had 
seen themselves in the energy 
business, they would still be around. 

Consider how the distribution 
channels in your industry work. 
Manufacturers sell to the traditional 
distributors who subsequently sell to 
you. They sell you a machine with 
certain amusement service capabili- 
ties. You then work through your 
established distribution network 
(your routes) to place that machine 
In service. 

If you feel that the machines 
offered through this network have 
seriously declined in value (consider 
the real depreciation over the past 
two years), don't blame the manu- 
facturer or the distributor. Don’t 
blame the location or the final con- 
sumer of those services. Blame your- 
self. You were the one who was too 
myopic to see that higher profitabil- 
ity was available if you had just dis- 
tributed a machine which provided 
services that were more in demand. 
You defined yourself as being in the 
limited and cyclic amusement 
industry and overlooked the incred- 
ible potential of operating service 
equipment with far greater potential. 
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Put on your glasses 
What does one see when he 

corrects his myopia? How does one 
do business as a service distributor? 
Another article in this series titled 
“Strategies for Growth” explores 
the many alternatives. But let me 
suggest just One strategy now to get 
you thinking. 

Consider the lowly pay telephone. 
It provides services which don't go 
out of style. Pay telephones look 
pretty much alike. They don’t break 
down a lot. In fact, the only real 
service call required is to take out the 
quarters. Currently Bell telephone 
pays, at most, 15 percent of the 
collections to location owners. 

Since the breakup of Ma Bell, it 
appears that you may be able to 
order your own telephone line and 
hang your own coin-op phone on itt. 
Don't take my word on the legalities 
involved. Realize this is the business 
you re in; you provide services. 

There are some amazing ironies 
that come to light when you view 
yourself as an operator of services 
rather than as an amusement opera- 


tor. First, your routes are important, 
not your equipment. If you want to 
expand, you buy the largest routes 
with the lowest value equipment. 

Most ironically, this operating 
theory sheds new light on the recent 
Amusement Operators Expo. Some 
of the companies that really needed 
to be there were there: the guys with 
their coin-op telephones and coin- 
Op air compressors. But some of the 
companies which should have been 
there did not attend. Where were 
the representatives to sell satellite 
dishes (for subsequent leases to 
locations)? Where were the ‘smoke- 
eater’ people with their air- 
filtration systems? 

What business are you in? You're 
in the service distribution business. 
If you can envision that, you are in 
for more business, greater profits, 
and a lower business risk. You will 
be able to use your current manage- 
rial know-how, your current em- 
ployees, and most importantly, your 
current distribution system (your 
routes) to give your company a fresh 
new start. 
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Not just a new idea 
The ideas presented here are 
not just a new gimmick or twist for 
doing more business. They repre- 
sent ideas which can be easily sup- 
ported with case histories and with 
management and marketing theory. 
That’s the reason so much space in 
this issue of Play Meter is dedicated 
to these ideas; they have the 
potential of repositioning you in the 
marketplace. The academicians call 
it “reconceptualizing the firm,” and 
it is something that everyone in the 
amusement industry needs to do. 
If you will read the related articles 
in this “Alternatives for the Opera- 
tor’ series, you will see why this new 
concept of your industry makes 
sense. The articles address your new 
role as a service distributor. They 
examine industry conditions and 
explain why this approach is logical. 
Specific strategies for growth are 
presented in a separate article, anda 
specific mathematical procedure for 
analyzing alternatives is presented 
to help you decide on the best course 
of action for this operation. e 
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The Operator's Role 


As A Service Distributor 


By H. Richard Priesmeyer, Ph.D. 


his article is written with the 

view that the amusement 

operator is actually a distrib- 
utor of services and currently 
distributes amusement equipment 
exclusively. As a distributor of 
services, each operator has specific 
obligations which he may not fully 
realize. Opportunities for expansion 
place new demands on operations. 


The distribution process 

Getting a product or service from 
the manufacturing stage to the final 
consumer requires the cooperation 
of many people. Their combined 
effort creates a marketing channel. 
There can be any number of dis- 
tributors in that marketing channel, 
but each one must contribute to the 
efficiency of the channel or he will 
be eliminated. 

Let's take a specific example— 
consider the potato. The potato is 
harvested and shipped to distribu- 
tors by the carload. These first dis- 
tributors separate the potatoes 
according to the grade and size and 
also package them into small sacks 
that contain marketable quantities. 

The sacks of potatoes are then 
sent to another distributor who 
stocks a wide variety of foods. This 
second distributor offers variety and 
selection to retail grocery stores. In 
recent years competition has 
changed that channel, and one or 
both of those distributors have been 
eliminated by large grocery chains in 
search of greater efficiency and 
lower prices. 

While you don’t distribute pro- 
ducts, you do distribute services and 
the potato reminds us that you must 
be efficient. Ask yourself what func- 
tion you serve in the marketing of 
SELVICES. 
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Your biggest resource 

The service-distributor concept 
makes sense because it capitalizes 
on the biggest resource you have— 
your part of the service distribu- 
tion channel. You already have 
established working relationships 
with locations, and you know how to 
contract more. Your location con- 
tracts formalize your part of the 
marketing channel, and you should 
maximize the use of that channel. 

You have company resources 
which enable you to easily distribute 
other Service equipment, You 
already have the equipment and 
personnel to transport equipment 
to locations and to get their collec- 
tions. You have the necessary record 
keeping procedures to monitor 
equipment popularity and perfor- 
mance, and you can repair equip- 
ment. 


Find new markets 

You must know which services to 
distribute. You were right two years 
ago in thinking that amusement 
services were profitable. You were 
wrong in not finding other services 
to distribute over the past year. | 
don’t recommend you stop distrib- 
uting amusement services. Rather, 
take a broad perspective and 
constantly ask yourself what new 
services can be distributed. The 
coin-op telephone is a good example 
of a service that could be distributed 
one day. Look for the needs that 
need to be filled. 

You are in the business of 
financing and servicing capital 
equipment which provides services 
to others. What new services can 
you offer to current locations? What 
services can you offer to new loca- 
tions? What new capital equipment 


can fill existing customer needs? 


Be a financial analyst 

To be efficient as a distributor of 
these services, you must know how 
each contributes to your entire 
operation. That’s good business. Just 
as you expect to know the profit- 
ability and return-on-investment 
(ROI) for your entire operation, it is 
equally important to know the 
profitability and ROI for each com- 
ponent of your business (1.e., loca- 
tion, type of machine). 

Large corporations manage Stra- 
tegic Business Units’ (SBUs), and 
they expand or eliminate those 
SBUs based on the efficiencies of 
each. 

When Texas Instruments had 
major problems with its TI-99 
personal computer, it simply 
unplugged that Strategic Business 
Unit. It didn’t drag the corporation 
down. It simply got rid of the TI-99. 
The equipment and locations you 
operate are like that SBU. Should 
you get out of the Ms. Pac-Man SBU 
yet? Should you create and invest 
into a laser disc SBU? Should you 
invest more into this arcade SBU or 
that street SBU? Should you create a 
new smoke-eater or telephone 
SBU? 

The decision rides on each SBU’s 
ROI. Your role as a service distrib- 
utor requires that you offer services 
desired by the market. If the market 
wants amusement services (1.e., 
machines), distribute them. If the 
market wants something else, dis- 
tribute that product or service. 

It is not your job to decide what 
the market should want. It ts your 
job to distribute what the market 
wants. 

Expect changes in the market- 
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place. Get in or out of the services 
you offer based on the individual 
efficiences (ROI) of the machines 
delivering those services. 


Other distributor activities 

Your job is greatly expanded 
when you redefine it as a distributor 
of services; there are new services 
you will want to offer customers. 
Consider the traditional services 
Operators provide. 

An operator must anticipate the 
needs of his customers. To do this he 
must understand the customer's 
business almost as well as his own. 
For example, if you operate smoke- 
eater equipment (an air filtration 
system to capture cigarette smoke), 
then you should anticipate the 
volume and nature of a proposed bar 
location’s customer traffic, relate 
that to the capacity of the location's 
air conditioning system, and antici- 
pate the need for your supplemental 
filtration system. 


You can anticipate the need for 
amusement equipment in new 
locations. Can you anticipate the 
need for other service equipment in 
locations? If you can, you are more 
likely to be successful at placing 
equipment. 

Service distributors regroup 
goods to create marketable pack- 
ages. It is conceivable that you could 
create a promotional package of 
services called the “Fantastic Foot- 
ball Fan” and lease the following 
equipment to a bar location. 


For the football season, lease the 
location owner a large projection 
television with extra speakers. Put 
in special furniture and include a 
portable fry machine so he can serve 
French fries, fried zucchini, fried 
mushrooms, and steak-fingers. 
Provide special glassware, huge 
palm plants, and be sure to include a 
smoke-eater to protect the plants! 
How's that for a marketable pack- 
age? And you're still trying to put in 
another pinball machine! 

Maintaining inventory is also a 
service distributor's job, but you're 
familiar with this task. Realize that 
since alternate equipment is new to 
you, anticipating sales is important 
tO assure inventory remains pro- 
portional to sales. 
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Caution: special handling 

You deliver service equipment 
and will continue to do so, but be 
aware of special handling require- 
ments with new equipment. Make 
no assumptions. Check with the 
manufacturer and make necessary 
changes to delivery equipment. 
Train route managers to handle new 
equipment properly. 


Service distributors grant credit. 
Since most alternative service 
equipment does not have a coin slot, 
you will need to arrange for monthly 
lease payments, prepayments, 
credits, etc. In all probability, you are 
going to get into accounts receivable 
management. Protect yourself by 
getting first and last month lease 
payments at the time of installation. 


Provide service and information. 
Be sure you have the capability to 
service equipment in-house or make 
arrangements with someone who 
can. Don't overlook the value of 
information regarding the equip- 
ment’s use and maintenance you can 
provide locations. 


Consider acting as a purchasing 
agent for customers. Some may need 
special equipment which you can 
acquire for them. Use caution here 
to assure you don’t get left with the 
equipment and a bad account 
receivable. 


Room to compete 
These new requirements are not 


.problems but opportunities. They 
give you room to compete and’ 


provide you with a latitude to create 
a distinctive set of services which 
can outperform a competitor. 


What latitude do you have in the 
marketing of amusement equip- 
ment? You can vary the equipment, 
but most locations want the latest 
machines. You can vary the split, but 
that reduces profits. At best you can 
provide better service than a 
competitor does. 


As a service distributor, you can 
vary the package of services you 
distribute, thereby avoiding direct 
competition. You can compete on 


the basis of contract length, price, 


service, training, as well as equip- 
ment quality. New obligations give 
you new opportunities. e 
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By H. Richard Priesmeyer, Ph.D. 


\X J hy should an operator 
change the definition of 
his business now? Isn't 

this just another cycle in what is 

known to be a cyclic industry? These 
are questions that can only be 
answered by a closer examination of 
the industry's condition. It becomes 
apparent that the amusement 
industry has followed some classic, 
well understood market changes. 

The future of the industry appears 

rather predictable. 

Much has been written about 
industry analysis, and large corpora- 
tions regularly examine industry 
market structures to improve their 
planning. College courses in busi- 
ness policy routinely perform 
industry analyses, and every major 
business policy textbook contains 
academic tools which can be used for 
these studies. While individual 
company performance is often hard 
to predict, industries tend to follow 
fairly predictable scenarios. 

The amusement industry can be 
studied from a marketing strategist 


and economist’s persepectives. 

In each case, the industry fits 
some classic models and they 
suggest changes you should make to 
maintain Or improve company 
performance. 


While individual 
company performance 
1s hard to predict, 
industries tend to 
follow fairly 


predictable scenarios. 


The marketing perspective 
The marketing strategist would 
apply the notion of a Product-Life- 
Cycle (PLC), a well established the- 
ory that relates revenues, profits, 
and competition over the life and 
death of an industry. (See figure 1.) 


Figure 1: The Product Life Cycle 
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PLC theory is one of the most 
fundamental ideas in marketing. It 
simply suggests that products and 
industries move through a cycle over 
time from introduction to maturity 
to decline. The stages are more 
finely delineated as: (1) introduction, 
(2) growth, (3) maturity, (4) 
saturation, and (5) decline. The 
introduction stage is when com- 
panies must educate customers 
about the product and its use. The 
growth stage occurs when the pro- 
duct becomes popular and consider- 
able profits are made by those who 
are already in the industry. The 
maturity stage is when competition 
has taken most of the profit out of 
the industry. When market demand 
begins to decline, leaving too many 
companies in the market, saturation 
occurs. Decline is when demand 
decreases at a more rapid pace and 
companies regularly leave the 
industry. 


Riding the cycle 

Any industry can be located on the 
Product-Life-Cycle. Micro-computers 
were at the introductory stage seven 
years ago when Tandy Corporation 
introduced the TRS-80 model I. 
People had to learn that the product 
was available and valuable. Video 
games quickly moved through this 
stage and into the growth stage. The 
last growth stage in the amusement 
industry was probably 1980 to 1982. 
Maturity is characterized by a 
“shakeout in the industry” during 
which weaker competitors drop out 
and the growth rate declines to a 
temporary stability. 

Last year the amusement industry 
hit maturity. 

There is little doubt that the 
industry is now in the saturation 
stage. Demand is continuing to 
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decline, and more competitors are 
dropping out of the business. We are 
in a contraction phase but probably 
not in decline; decline has a certain 
finality about it, suggesting that the 
industry will not make a comeback. 


The PLC suggests what will 
happen but it doesn’t indicate when. 
The length of the cycle is not given, 
only the stages. There is even the 
possibility that earlier stages may be 
repeated; there could be another 
growth stage after this stage of 
saturation. The important point ts 
to understand you are on this cycle. 
Realize that the performance of 
your company is driven in great part 
by this major industry phenomenon. 
Understand that there has been a 
fundamental change in the market 
structure—the number of competi- 
tors, the customer, and the costs 
associated with the business have 
changed. 


Cycle to cycle 

“Really great managers are those 
who know to get off the old and get 
on the new when the new 1s better.” 


Since different industries and 
products are at different stages of 
the PLC at any given time, it follows 
that you could catch a different 
industry in the growth stage when 
the one you're in hits saturation or 
decline. You have spent the last 
several years learning to do just that. 

You started buying video games 
instead of pinball machines when 
pinball was declining and video 
games were growing. You got out of 
foosball tables and bought into 
something better when foosball 
declined. You switched cycles then, 
but you did so within your own 
industry. Being in the amusement 
business now is like having held 
onto foosball tables too long. Profits 
are down, and you are looking for 
alternatives. 


The economic perspective 

Economists have another ap- 
proach to studying market condi- 
tions and, regardless of the criti- 
cisms leveled against them, eco- 
nomic theory has some substance. 
Some of the tools of the economist 
can provide a perspective on the 
industry. 

The economist relates the supply 
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Figure 2: The Economist's Perspective 


D1 D3 D2 
ea, 


and demand for a product or service 
to the overall costs of running a 
business. (See figure 2.) Though 
detailed, the graph provides a his- 
tory of the amusement industry over 
the past several years. Follow the 
graph as you read this discussion. 
The demand in the market (1e. 
customers and location owners) for 
machines ten years ago is repre- 
sented by the downward sloping line 
labeled D1. The supply of machines 


Because s0 many 
operators didn’t 
understand the cost 
of doing business, 
they over-supplied 
the industry. 


in the market (i.e. in locations and 
arcades) is represented by the 
upward sloping line labeled S1. $1 
and D1 cross at El which stands for 
equilibrium. That means there was 
stability in the market; supply 
equaled demand at El. El 1s 
important because it indicates the 
market price. 

The horizontal line below E1 
represents the minimum cost of 
doing business. The gap between E1 
and the minimum cost line repre- 


sents, therefore, the profit which 
you were able to get from being in 
the amusement industry several 
years ago (prior to the video game 
growth stage). 

When video games became 
popular, demand for amusement 
machines increased. This is reflected 
on the chart as a movement of the 
demand line to the right from D1 to 
D2. A new equilibrium occured at E2 
which is considerably above the 
minimum cost of doing business. 
Profits were considerable because it 
takes time for new suppliers to rush 
into the industry. 

But rush in they did. Eyeing 
considerable profits, new operators 
supplied more machines to the 
industry, and the supply line went 
far to the right to S2. Equilibrium in 
the market dropped to E3 which ts 
actually below the minimum cost of 
doing business. Because so many 
operators did not understand the 
real cost of doing business in this 
industry (particularly, they did not 
consider depreciation), they over- 
supplied the industry. At E3 few, if 
any, operators could make a profit 
(consider the real cost of deprecia- 
tion over the past year). 

Then two things happened. 
Demand for amusement machines 
declined and some of the competi- 
tion dropped out of the marketplace. 
The decreased demand caused the 
demand line to move to the left to 
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D3. The reduction in operators 
shifted the supply line to S3, but that 
is slow because there is such an 
Oversupply of machines in the 
market. The new equilibrium will 
occur at E4 which is just above the 
minimum cost of doing business. In 
other words, profits will be mini- 
mum, just enough to keep some 
Operators in business but not 
enough to let anyone make major 
profits. 

Where will E5 be? The cycle may 
repeat itself. There may be another - 
increase in demand. But realize that 
industry suppliers will rush in faster 
than before. You won't see the 
exceptional profits you had three 
years ago anytime soon. 


Redefining the industry 

Both the Product-Life-Cycle and 
the economic principles of supply 
and demand suggest that the 
amusement industry is currently at 
low tide. Your bank account may 
suggest the same. That doesn’t 
mean it will never increase, but a 
perceptive business person will 
realize alternatives are necessary to 
keep the business growing, regard- 
less of the health of the amusement 
industry. 

Those new alternatives will never 
become apparent as long as you view 
yourself in the amusement industry 
only. But when you redefine your 
business, as one distributing capital 
equipment that provides services, 
new alternatives appear. You are 
already in the service distribution 
business. The problem is that most 
of you are so myopic the only service 
you can see yourself distributing is 
related to the amusement industry. 

Any professionally managed firm 


would devise alternative strategies 


that would temper or move counter- 


cyclic to the swings in this industry. 


It would do so to stabilize the firm, 
to reduce business risk, and to 
provide a stable foundation for 
growth. 

What are the alternatives? How 
does one grow in this industry at this 
time? Ironically, the actions called 
for now are Opposite in some cases 
from the strategies employed over 
the past three years. Those strate- 
gies are addressed in the next article 
titled “Strategies for Growth.” 
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Strategies for Growth 


By H. Richard Priesmeyer, Ph.D. 


ompanies generally face one 
( of these two primary ques- 

tions: how to survive or how 
to grow. The financial and strategic 
health of your company dictates 
which question is applicable to you. 
Are you trying to survive or grow? 
This article tells you how you can 
increase sales, profits, and return on 
investment. 


Four choices 

Management can expand opera- 
tions from only four strategies. Let's 
consider each strategy in detail. 

Companies can expand horizon- 
tally, meaning more of the same. 
McDonald's can open another 
McDonald's. 7-11 can open another 
7-11. You can buy more amusement 
machines. If you increased your 
holdings of amusement equipment 
over the past two years (which you 
probably did), you engaged in hori- 
zontal growth. 

Horizontal growth requires no 
new skills and avoids any major 
change in management procedures. 

However its disadvantage is that 
it does not diversify business risk. If 
the services you provide become less 
demanded by the marketplace, you 
then have a large poor-performing 
company rather than a small poor- 
performing company. If the 
company does not provide different 
services to different markets, then 
the firm drops in performance. 

Another form of growth 1s 
integration. A firm can expand 
within its industry by becoming its 
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own supplier (backward integra- 
tion) or by becoming its own cus- 
tomer (forward integration). 

The distribution channel in the 
amusement industry is from manu- 
facturer to distributor to operator to 
location. If you are an operator, you 
could expand by also becoming a 
distributor. Alternatively, you could 
expand forward by becoming an 
arcade owner. What a choice! 

The reason neither alternative 
sounds good is because the market 
for amusement equipment is sat- 
urated. It should be apparent that 
vertical integration does not protect 
a company from changes in industry 
conditions. Given the high rate of 
technology changes, it is difficult to 
predict what might happen to any 
industry. Intelligent managers 
diversify. 

The third choice for expanding an 
operation 1s called lateral growth. 
Lateral growth calls for doing some- 
thing entirely different, completely 
unrelated to current operations. It 
diversifies the firm, thereby stabiliz- 
ing it. Some operators have already 
expanded in this manner by buying 


real estate or opening retail busi- 
nesses. | 

Lateral growth does have a disad- 
vantage—it does not provide 
synergy. Synergy is obtained when 
the proper combination of resources 
provide a performance greater than 
a performance those resources could 
individually give. It is sometimes 
defined as 2 + 2 = 5 oras “the whole 
is greater than the sum of the parts.” 
A company with two distinctly 
different operations fails to take 
advantage of synergy and, therefore, 
does not maximize its performance. 
An additional problem with lateral 
growth is that management may not 
be knowledgeable in the different 
businesses. 

The fourth growth strategy, and 
the one being proposed here, 1s 
called circular growth. The name ts 
derived from the idea of spinning 
off a product or service that 1s 
related to the central product or 
service. For example, in Austin, 
Texas, there is an old restaurant 
called the Night Hawk that ts well 
known for its steaks. Its image and 
reputation are major assets, and the 
company capitalizes on those assets 
by selling frozen Night Hawk steaks 
in grocery stores. 

There are few disadvantages but 
many good reasons for utilizing 
circular growth strategies. They are 
particularly appropriate when the 
market for the central service is not 
growing. They do not require new 
management skills and procedures. 
Circular growth strategies take 
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advantage of existing company 
assets and capabilities and they 
diversify risk. Also the new markets 
you enter may be more profitable 
and grow much faster than the 
market you currently serve. 

Circular growth provides for 
expansion by reaching new markets 
with existing company resources. If 
you define your company as being in 
the service distribution business 
instead of the amusement business, 
you open the door to alternate 
industries with higher growth rates 
and profitability. And you take 
advantage of your existing skills and 
company assets. 


Company assets 

What are the primary assets of 
your firm? They used to be the 
amusement machines that you 
owned; they were your primary 
profit-making assets. If you look to 
expand operations, they are not your 
primary assets today. 

Your primary asset is your route; 
it's your distribution channel. As a 
distributor of services, you need to 
reach your markets so, generally 
speaking, the more locations you 
have the better. 

Expansion is in direct contradic- 
t1on to most thinking in the industry 
today. Operators are closing down 
non-profitable locations, selling 
routes, and contracting operations. 
Those are correct tactics if you are in 
the amusement industry. To distrib- 
ute services, though, you need loca- 
tions for those services. 

For growth, you also need finan- 
cial strength. You have to be able to 
buy equipment if you expect to 
initiate circular growth. Where do 
you obtain financial strength given 
the condition of the industry? It’s in 
your amusement equipment. 

The financial numbers have 
changed in the last year or so. Low- 
cost, fully depreciated equipment 
generates high returns on invest- 
ment and new, rapidly depreciating 
equipment frequently gives a very 
poor ROI. ROI is the criteria for 
getting into and getting out of any 
investment. It indicates how effec- 
tively your money is invested. 

ROI is computed as revenue 
minus all expenses (including 
depreciation) divided by equipment 


value. New amusement equipment 
has an extremely high real deprecia- 
tion expense. Regardless of its 
revenue, it generates lower profits 
than it ever did. When one divides 
this lower profit by the relatively 
high value of the equipment, the 
ROI is particularly low. 

Older, fully-depreciated equip- 
ment is just the opposite. It is not 
burdened with a high depreciation 
expense so, although its revenue 
may not be as great as new equip- 
ment'’s, its profitability is still good. 
The ROI is particularly high since 
the machine’s profit is divided by a 
lesser equipment value. Old amuse- 
ment machines are often better 
investments than new ones. 

You must sell off equipment to 
obtain financial strength and liquid- 


ity for growth. To whom? Anybody 


at any price. The value of your 
equipment is exactly what the 
market is willing to pay for it; don’t 
kid yourself into thinking it’s worth 
more than that. Sell your low ROI 
equipment; and that may mean 
selling your new equipment. Liquid- 
ating amusement equipment is your 
way of getting out of the amusement 
business and getting into the service 
distribution business because it 
gives you money to invest. 


Where to invest 

In this article, and in other articles 
in this series, there have been some 
suggestions of alternative invest- 
ments. What is correct for you 
depends, of course, on your market 
and your firm’s characteristics. 

Consider the concept of Prod- 
uct/Market match. Product-Market 
match (PM-match) is the extent to 
which the products or services your 
firm markets fit the demands of the 
marketplace. A good PM-match 
increases sales and profits. A poor 
PM-match makes success difficult 
regardless of the other qualities of 
the firm. Apple Computer had an 
excellent PM-match when it mar- 
keted its original Apple micro- 
computer. Chrysler had a poor PM- 
match when it continued to market 
large cars and the market wanted 
small cars. The quality of your firm’s 
PM-match is always changing; 
consider how the match has 
deteriorated for video games. 
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Improve your company’s Prod- 
uct-Market match. Put something 
new on the market which the 
market wants. Here’s a list of ideas 
generated in one seminar at the 
AOE. They're not necessarily 
feasible for your operation, but they 
should get you thinking about pos- 
sibilities. 

Lease smoke-eaters, an air filtra- 
tion system for reducing cigarette 
smoke. 

Lease or sell fry machines. These 
new portable fry machines make it 
possible for locations without 
kitchens to serve French fries, 
mushrooms, etc. 

Get into the coin-op air com- 
pressor business at self-serve gas 
stations. 

Consider pay telephones, but first 
check FCC restrictions. 

Now let's get creative. Lease 
tanning machines, hot tubs, special 
furniture, or satellite dishes. Lease 
artwork! Supply projection televi- 
sions and a glassware service to bars. 

Here’s a suggestion from one 
seminar participant; lease video 
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cassette recorders to campgrounds 
for rental to campers and include a 
small library of movies to rent. 
Another idea is to lease video cas- 
sette cameras to amusement parks 
so tourists can have a videotape of 
their vacation. 

Lease plants. The idea of leasing a 
plant serves a real purpose, even if it 
is a little humorous. A plant pro- 
vides a service, requires a service 
call, has a book value, and a deprecia- 
tion (or perhaps appreciation) 
expense. It generates revenue in the 
form of a lease payment. To me, the 
idea of leasing a plant shows the 
flexibility of the service distribution 
concept. As an amusement operator, 
you would never have even con- 
sidered the idea. As a service distrib- 
utor, you may think that the idea ts 
not really that crazy. 

By the way, the exhibits at the 
recent AOE were appropriate. 
There were not many amusement 
machines, but there were a lot of 
service distribution products: every 
plant in the Hyatt O'Hare is serviced 
by Tropical Plant Rentals, Inc. ©@ 


“Most arcades do not allow 
smoking, food, or drink. | 
feel with the attitude we 
have had toward smoking, 
food, and drink, we were 
destined to fail from the 
start. Is a no-smoking, no 
food, no drink place a place 
of entertainment?” 


Charles Ross 
“What Business Are You In?” 
Play Meter, May 1, page 61 
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Analyzing Alternatives: 
A Specific Procedure 


By H. Richard Priesmeyer, Ph.D. 


hat alternative invest- 

ments are appropriate for 

your market? Which are 
most consistent with your way of 
doing business? This article pro- 
vides a specific procedure for eval- 
uating the choices available to the 
service distributor. It provides 
criteria for making your next invest- 
ment decision. 


Making decisions 

Most business decisions are made 
subjectively, with little financial or 
statistical support; intuition plays a 
big part in the process. But if you are 
considering investments outside the 
amusement industry, intuition is not 
sufficient. You need a more sophis- 
ticated procedure for deciding what 
new product or service is appropri- 
ate. 

Decision making involves select- 
ing the best alternative based on 
given criteria. Some of the time it’s 
easy. For example, there is no way to 
make a mistake if you are asked to 
identify your best amusement 
machine and you only have one 
machine. You have only one alterna- 
tive. If you had 300 machines and 
were asked to select the one with the 
highest revenue last week, there ts, 
again, no way to make a mistake 
(assuming your records are correct). 
In this situation you have many 
alternatives but only one criteria, 
revenue. As long as you have only 
one choice or only one decision, 
criteria decision making its quick and 
accurate. 

Consider the problem of selecting 
the most appropriate machine to 
move into a location. You may have 
hundreds of alternatives and, 
further, just exactly what is meant 
by “most appropriate’? Does it 
mean best revenue producer, best 
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profit producer, the one with the 
highest return on investment, or the 
one the location owner says he 
wants? Most of us are incapable of 
accurately evaluating a decision that 
involves many alternatives and 
criteria. 

But the selection of a new product 
or service for your company is a 
complex decision. There are hun- 
dreds of alternative investments 
available to the operator if he 
defines himself as a service distrib- 
utor. And there are many criteria 
regarding the market you expect to 
serve. Your goals and your firm’s 
capabilities should be considered. 


Decision criteria 

Some of the alternative invest- 
ments operators could consider 
were reviewed toward the end of the 
article titled ‘‘Strategies For 
Growth.” They include ideas rang- 
ing from satellite dishes to fry 
machines. There are undoubtedly 
many more ideas which will become 
apparent as operators apply their 
ingenuity to the concept of service 
distribution. 

But what are the criteria? What 
should an operator consider when 
evaluating alternate investments? 
Here its a list of suggestions. 

Profit. Of course one should have 
some estimate of the profit contri- 
butions the investment should have 
over the first year or first five years. 
Some financial analysis is in order. 
You need a sales projectibn and an 
estimate of all expenses which 
should be allocated to the new 
product or service. Include deprecia- 
tion expenses, location expenses, 
and a proportional share of all the 
general administrative expenses. 

Return-on-investment. There's a 
lot of talk about return-on-invest- 


ment and a lot of misunderstanding 
about it. Actually, return-on-assests 
(ROA) is what everyone is referring 
to when they say ROI. If you divide 
the annual profit contribution of a 
piece of equipment by the value of 
that equipment, you get the annual- 
ized return-on-assets. The measure 


indicates the efficiency of the asset. 


If you want to calculate the ROA 
over a one-month period, divide 
profits by the equipment value then 
multiply by 12; multiply by 52 for an 
annualized ROA based on one 
week's profits. The same concepts 
apply for locations and your entire 
Operation. Apply it to the new 
investment Opportunities you con- 
sider. 

Projected profit and ROI will 
evaluate the financial potential of a 
new venture, but what about other 
criteria? 

Growth potential of the market 
should be considered. Is the demand 
for your new investment increasing 
or declining? How competitive is 
the market for your proposed 
investment? Consider consistency 
with your current assets. Can you 
handle the new equipment with 
your current warehouse, truck, and 
service equipment? Is there consis- 
tency in the personnel skill require- 
ments? How much training would 
be necessary? Are there any new 
record keeping demands? Is your 
firm financially able to make the 
investment without undue risk? 

Given the myriad of alternatives 
and the multiple criteria cited above, 
it is easy to see why making the right 
investment selection for your firm is 
so difficult. 


The decision making 
procedure 
There is a specific procedure 
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which can be applied to complex 
decisions like the one described 
above. It’s called the Standardized 
Payoff Matrix. It yields a mathemat- 
ical ranking of the alternatives, and 
it takes as many criteria as you wish 
into account. Here’s an example of 


how to apply it. = 
Identify alternatives i EECH ’ ; €@TE 


and criteria 


' ta ca we 
Make a list of the alternate 
investments you want to consider. ri ng 


There is no limit to the number of 


choices you can include. You can For 31 years The Dependable Supplier to the Coin Machine Industry, 
even include different strategies for with Quality Parts and Supplies at the Lowest Possible Prices. For. . . 
marketing the — ony or e VIDEO ...° INTEGRATED CIRCUITS ... e PHONOGRAPH 
service. Here are four choices for a e AMUSEMENT GAMES ... e SOCCER & POOL TABLES 


simplified example: (1) fry ma- 


ie) ee es Cat e¢ ELECTRONIC SUPPLIES . .. e VENDING MACHINES 


tubs, and (4) projection televisions. “We Guarantee Satisfactory Service” 
Now establish your criteria; 

again, thee is no limit to the num- . PARTS CATALOG AVAILABLE UPON REQUEST. 

ber you can include. For my example PARTS DIVISION ...1040 Boulevard S.E. 

I will include (a) profit, (b) ROI, (c) Aleh Atlanta Georgia 30312 


growth rate of market, (d) com-_ | 
petitors, and (e) compatibility with Phone 404-622-4401 
current operations. 

The next step is to weight your 
criteria according to the importance Toll Free Phone... 1-800-241-1346 (except In Georgia) 
they have in the decision. Use the 
rule that all of the criteria weights 
should equal 100 percent. For 
example, if we wanted all criteria to 
have equal weight and we have five 
criteria, then each would be weighted 


= 
TOMMY x, GATE 


20 percent. \ Designed for 
There is a special rule that must — : youl Compact Pickups 
be followed after you have decided | : 2 on to 1 Ton Trucks 
a mie. ‘ ‘ih “f° Pick-ups and Walk-in Vans 
on the importance weight for eac “ I, © 41 Ton Stake Beds & 
criteria. If you want less of any given we Van Bodies 


criteria, you make the weight nega- 


tive. For example, we want more 
pie, Model 64 


profit, more ROI, and more growth Fleetside Chevrolet, All GMC 

; i ee. Fleetside, Ford and Dodge with 64 
rate, but we want tewer COMIDE HOES: F & =~ to 65 inch opening, International 
Therefore, the criteria weight for = A wide box 1969 and later. 


competitors should be negative. 

For the sample problem we are 
working, the following weights will 
apply: profit 30 percent, ROI 20 
percent, growth rate 20 percent, 
competitors -15 percent, and com- 
patibility 15 percent. 


Develop the Data Matrix 

Once the alternatives, the criteria, 
and the criteria weights have been 
established, create a table indicating 
how each alternative ranks for each 
criteria. (See Table 1.) 


WOODBINE MFG. CO. 


The values in the table can be WOODBINE, IOWA 51579 PHONE (712) 647-2050 
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dollar values, percentages, or even 
subjective rankings. (The values 
entered under “compatibility” in 
Table 1 are rankings from 1 to 10 
with 10 being best.) 


Standardize the data 

The next step is to standardize 
the numbers in the matrix; stan- 
dardization places all the data on a 
100 point scale so it is comparable. 

Simply total each column, then 
divide each number in the column by 
the total. For example, the first 
column’s total is 4500. Dividing 
1200 by 4500 gives .2667 which is 
the first entry in the standardized 
matrix. (See Table 2.) 

You can check your calculations 
since each column should now total 
1.00. This standardized matrix 
compares alternatives to each other, 
but it does not consider the criteria 
weights. That's done in the third 
and final matrix. 


The Contribution Matrix 

To consider the criteria weights, 
-you simply multiply the standard- 
ized values by the respective criteria 
weights. The solution is obtained by 
adding the values in each row. For 
example, if you multiply 30 (the 
weight for profit) times .2667 (the 
standardized profit for fry ma- 
chines) the answer is 8.001; that’s 
the first entry in the new matrix. 
(See Table 3.) 

The index for each alternative ts 
simply the sum of all the values in 
the row. The indicia can be com- 
pared to one another and indicate 
the relative strengths of each alter- 
native. It is apparent that, for this 
sample problem, the first two alter- 
natives (fry machines and pay 
phones) rank highest and are almost 
equally desirable. 


Table 1 


Criteria — 
Weight — 


Fry Machines 
Pay Phones 
Hot Tubs 
Televisions 


Table 2 


Criteria — 
Weight — 


Fry Machines 
Pay Phones 
Hot Tubs 
Televisions 


Table 3 


Profit 
30 


1200 

900 
1400 
1000 


ROI 


20 


140 
350 
70 
85 


DATA MATRIX 


Growth Compet. 
20 -15 


Compat. 


20 
20 

b. 
10 


STANDARDIZED MATRIX 


Profit 


30 


.2667 
.2000 
3111 
hee 


ROI 
20 


wigs 
5426 
.1086 
LOLS 


Growth Compet. Compat. 
20 -15 15 


3636 
4636 
0909 
1819 


.1667 
i 
0833 
4167 


4200 
.2400 
.2000 
.2400 


CONTRIBUTION MATRIX 


Criteria — Profit 
Weight — 30 20 


8.001 
6.000 
D355 
6.666 


4.340 
10.852 
Ge: 
2.636 


Fry Machines 
Pay Phones 
Hot Tubs 
Televisions 


A major advantage of this tech- 
nique is that it clearly indicates why 
certain alternatives are chosen over 
others. In this example, the reason 
pay telephones scored so high was 
because of their ROI potential as 
indicated by the 10.852 contribution 
score. 


Put it to work 

The standardized payoff matrix is 
a relatively simple procedure for 
making complex investment deci- 
sions. It is not limited in the number 
of alternatives and criteria it can 
handle simultaneously and allows 


ROI Growth Compet. 


Fale 
1.212 
1.818 
3.638 


Compat. Index 


20 -15 15 


-2.500 
-4.999 
-1.249 
-6.251 


4.800 
3.600 
3.000 
3.600 


21.953 
22:12 
15.074 
10.289 


the user to introduce his own subjec- 
tivity by changing criteria weights 
and rank ordering alternatives. 
More importantly, it lets you learn 
more about the decisions you are 
making. It forces you to evaluate 
your alternatives in detail and makes 
you decide on the important criteria. 

Given the many choices you have 
available for expanding your opera- 
tion, you may find this decision- 
making tool particularly valuable. 
Those wanting a computer program 
which performs the payoff matrix 
calculations can contact the IMC 


office at 512/396-3430. . 
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The selection of a new product or service for your company 1s a complex 


decision. There are hundreds of alternative investments avatlable 


to the operator if he defines himself as a service distributor. 


a o.4.662.5 22 05.2.2588 5502.00.00 62 oo oo eee eee eee eee be eee bbe beet eee oo oo 6 80 0 0 28800008 e 8 oe eee Oe! 


46 


PLAY METER, July 1, 1984 


ARE 

YOU 
READING 
SOMEONE 
ELSE’S 
COPY? 


Subscription Line: 


504/837-7987 


Yes! | want to receive every issue ot Play Meter. Please enter my subscription as shown below: 
CO) Payment enclosed O Bill my company O Bill me 


United States & 


Canada O) 1 year (24 issues) $ 50 O 2 years (48 issues) $90 0 3 years (72 issues) $120 
Foreign (via air) O 1 year (24 issues) $150 


Mr. 0 
Ms. O Name 
Signature Date 
Street Title 
City Company —- 
State Zip Check One 
O Manufacturer O Arcade Operator 
Charge my O Visa O MasterCard Ai piccibuioe Ft Suigpart® Supply 
sh. i  O Route Operator O Technician 
Card No. Card Expire Date = Oiher 
This offer effective through = BB 
December 1984. 
ABBR ERR RRR RRR RERRERER ERR RSS ) 
MAGAZINE 


Yes! | want to receive every issue of Play Meter. Please enter my subscription as shown below: 
CO Payment enclosed O Bill my company O Bill me 


United States & 
Canada O 1 year (24 issues) $ 50 8 2 years (48 issues) $90 3 years (72 issues) $120 
Foreign (via air) O 1 year (24 issues) $150 


Mr. O 
Ms. O Name 
Signature Date 
Street Title 
City Company 
State Zip Check One 
Chaweng C Visa ey RasierCand 0 Manufacturer O Arcade Operator 
O Distributor O Support & Supply 
——JT_T—_+_—_—_—__—____________—_. TL. Route Operator O Technician 
Card No. Card Expire Date O Other 


This offer effective through PLAY See 2 
December 1984. 


©0000 HOHHOCOHCOHHOOHHHHHHHH8HEHEOe 
MAGAZINE 


Yes! | want to receive every issue of Play Meter. Please enter my subscription as shown below: 
O Payment enclosed 0 Bill my company O Bill me 


United States & 
Canada O 1 year (24 issues) $ 50 CO 2 years (48 issues) $90 O 3 years (72 issues) $120 
Foreign (via air) OO 1 year (24 issues) $150 


Mr. OG 
Ms. O Name 
Signature Date 

Street Title 
City Company 
SEG Fig Check One 

2 : O) Manufacturer O Arcade Operator 
Charge my OO Visa O MasterCar O Distributor O Support & Supply 
a eee «CL Rolie Opera: O Technician 
Card No. Card Expire Date 0 Other 
This offer effective through DELAY = ke e a ag 
December 1984. PER RRRRRRRR RRR RRR ERR RRE REY 


MAGAZINE 


NO POSTAGE 
NECESSARY 
IF MAILED 


IN THE 
UNITED STATES 


BUSINESS REPLY CARD 


FIRST-CLASS PERMIT NO. 954 NEW ORLEANS, LA 


POSTAGE WILL BE PAID BY ADDRESSEE 


PLAY MEIER 


p. 0. BOX 24970 
NEW ORLEANS, LA 70184-9988 


NO POSTAGE 
NECESSARY 
IF MAILED 


IN THE 
UNITED STATES 


BUSINESS REPLY CARD 


FIRST-CLASS PERMIT NO. 954 NEW ORLEANS, LA 


POSTAGE WILL BE PAID BY ADDRESSEE 


PLAY MEIER 


p. 0. BOX 34970 
NEW ORLEANS, LA 70184-9988 


NO POSTAGE 
NECESSARY 
IF MAILED 


IN THE 


UNITED STATES 


BUSINESS REPLY CARD 


FIRST-CLASS PERMIT NO. 954 NEW ORLEANS, LA 


POSTAGE WILL BE PAID BY ADDRESSEE 


PLAY METER 


P. 0. BOX 24970 
NEW ORLEANS, LA 70184-9988 


ARE 

YOU 
READING 
SOMEONE 
ELSE’S 
COPY? 


Subscription Line: 


504/837-7987 


OUR ‘CADES 


Professional advice can 
boost business 


One of the problems of writing 
this column is that every arcade is 
different. 

Whether it’s the selection of 
games, the pricing, the location, the 
decor, or even the community atti- 
tude, each arcade is unique. 

Because each game room is differ- 
ent, some ideas presented in this 
column work better in some locations 
than others. Putting cocktail tables 
in nine out of 10 arcades might work 
great, for example, but would be 
a disaster in the 10th game room if 
that location has a teenage loitering 
problem. 

As in other businesses, arcade 
owners looking for personalized 
attention and suggestions for 
improving business can hire a con- 
sultant to assess their operation. 

Many distributors have in-house 
consultants who will examine your 
arcade and offer ideas to improve 
revenue, such as changes in lighting 
or a different game mix. 

Such consultants can be valuable 
to operators because of their experi- 
ence, but they still work for a dis- 
tributor. Company loyalty dictates 
that if their distributorship doesn’t 
handle Cinematronics’ games, the 
consultant won't recommend that 
you go out and buy a dozen Space 


Aces from his competitor, even if it" 


is the Number One game. 

One independent arcade con- 
sultant with a good track record is 
Alan Saffron. Working out of Palo 
Alto, California, Saffron has re- 
viewed more than 150 arcades in the 
last five years. 7 

According to Saffron, most 


arcades have room for improve- 
ment. “I’ve improved some arcades 
(revenues) as little as 10 percent and 
others as much as 150 percent,” he 
said. “There are so many things that 
can be done for a minimal cost.” 


Client types 

Saffron said he has three types of 
clients. One is the person who 
doesn't own an arcade but wants to 


An arcade consultant 
Can assess 
your business, 
develop promotional 
campaigns, and 
provide demographic 
research. 


_  __—_—— 


get into the business. Many of these 


people are doctors, lawyers, and 


accountants ‘who think there's big 
bucks in video games.” 

Saffron said another group of 
clients is the major game manufac- 
turers who hire him to do market 
research and collect demographics 
for their product testing. 

But the bulk of his business comes 
from clients who own one or more 
arcades and want to improve busi- 


By 
Bill 
Kurtz 


ness. Saffron said the extent of his 
services to these operators depends 
on how much the client wants. 
The first step in any arcade evalu- 
ation is to look at the decor and lay- 


‘out and the selection of games. If 


this is all the client wants done, 
Saffron said he'll spend a day in the 
arcade and write a 10 to 20 page 
report on his findings, along with 
suggestions for improvements. 

For some clients, Saffron goes 
into more detail, such as researching 
the demographics of the client's 
town to determine specific operating 
recommendations. He's also devel- 
oped promotional campaigns for 
clients tailored to the arcade’s needs. 
If the arcade gets a lot of children, 
for instance, he'll suggest a tie-in 
with a school. 

Some of Saffron’s reports include 
even more specific suggestions, such 
as the names of certain games which 
should be included in the client's 
arcade. 

According to Saffron, he'll tell 
potential clients if their operation is 
running so well that business 
couldn't be improved significantly, 
or if their arcade is in such bad shape 
that nothing can be done to help—. 
even if it costs him that client’s busi- 
ness. I tell clients exactly the way it 
is, he said. 

With so many arcades going 
under these days, many game room 
owners need professional advice to 
boost their business. An arcade con- 
sultant, whether independent or 
someone employed by a distributor, 
can give operators an outside evalu- 
ation of their operation. e 
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Technical Topics 


MOS/FET & J/FET Circuit Design LCP 


Lesson Three: 


D.C. Parameters 


Editor's Note: The material below is a serialization of the Kurz Kasch correspondence course for electronics, 
designed specifically for the coin-operated amusement industry. This course is copyrighted and owned by Kurz 
Kasch of Dayton, Ohio, and its reprinting is being sponsored jointly by Kurz Kasch and Play Meter magazine. This 
material is authorized for publication exclusively in Play Meter magazine. 


Lesson Three — D.C. Parameters. In this lesson, the use of the 
FET data sheet is discussed. In some cases, graphical rather than 
analytical techniques are used to derive the parameters. It must 
be understood that the information obtained from an FET data 
sheet contains minimum, maximum, and typical values of certain 
parameters. A good design, then will produce a circuit which is 
insensitive to the variations in these device parameters. 


GATE TRANSFER CHARACTERISTIC CURVE: 


Perhaps the most important curve from the JFET data sheet 
is the gate transfer characteristic curve. This is the static 
characteristic curve that the designer uses to bias his device, and 
is a plot of drain current versus gate-source voltage. The 
mathematical relationship of Ip to Vgsg is given as 


a Ves |’ 
Ip = Ipss | 1 — Vv (3-1) 


P 


Ty = 25°C 


Ip (mA) 


Vosz 


Vos (volts) 
Fig. 3-1. Obtaining the Zero D.C. Drift Point of Drain Current 
for a JFET. 


This equation is derived from the incremental current flow in the 
channel under an applied Vgs and Vps. 


TEMPERATURE VARIATIONS: 


The shape of the gate transfer characteristic curve is greatly 
affected by changes in the temperature of the device. In general, 
Ipss will decrease as temperature is increased, while the 


50 


pinch-off voltage, Vp, will increase. These two factors acting 
together will produce a shift in the curve as shown in Fig. 3-1] 
which illustrates three device temperatures. Notice that there is 
one value of Vgsg and Ip for which the change in temperature 
has no effect. This is the zero temperature coefficient of Ip, or 
more commonly, the zero D.C. drift point. The values of Ves 
and Ip which describe this zero drift point are found to be 


VGsz es Vp — 0.63 volt (3-2) 


2 
Ip z =Inss (4) (3-3) 
p 


and 


T, = 25°C 


Nf 


= -70°C 
T, c iv = 125°C 


1.0 


MEM SI! 


OS55mMA] gate substrate 


VCS 


source 


0 5 10 
VGs (volts) 


_ Fig. 3-2. Obtaining the Zero D.C. Drift Point of Drain Current 


for a MOSFET. 


To insure that Ip does not drift over variations in temperature, 
the designer should bias his device at this point. However, he 
must know the values of V, and Ipssg for his device in order to 
achieve this. 


For the enhancement mode and enhancement/depletion 
mode ‘MOSFETs, the gate transfer characteristics are highly 
sensitive to changes in temperature. For example, the threshold 
voltage, Vin, of an enhancement mode device is greatly affected 
by temperature variations due to the corresponding variations in 
surface states within the oxide layer. This can cause V;} to have 
either a negative or positive temperature coefficient depending 
upon the material used in the device. It has been shown, 
however, that certain manufacturing processes can be used to 


allow Vip to have a zero temperature coefficient at a particular 
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value of Ip. As an example, the MEM 511 p-channel enhance- 
ment mode MOSFET has the gate transfer characteristics shown 
in Fig. 3-2. This device should be biased for an Ip of 0.55 mA to 
achieve the zero D.C. drift point. Generally speaking, all 
MOSFET devices are highly sensitive to temperature changes and 
only through special treating of the device can it be made to have 
a zero temperature coefficient. 


2N3631 


substrate 


Ip (mA) 


source 


Vos (volts) 


Fig. 3-3. Typical Spread in the Gate Transfer Characteristics of 
an Enhancement/Depletion Mode MOSFET. 


MANUFACTURING PROCESS VARIATIONS: 


Variations in the manufacturing process can also affect the 
gate transfer characteristics. These variations can cause a particu- 
lar FET series to have a large spread in its gate characteristics 
from device to device. Examples of this spread can be seen from 
the data sheet of the 2N5163 JFET. This JFET series can have 
devices with Ipss values ranging from 4mA to 20mA and V, 
values ranging from 1.2v to 5.Ov, correspondingly. The 2N3631 
n-channel enhancement/depletion mode MOSFET has a typical 
spread in its gate characteristic curve as shown in Fig. 3-3. 


GATE BIAS TECHNIQUES: 


To minimize the effects of the variations in device para- 
meters, it is necessary to design the FET circuit such that the bias 
point will remain relatively unchanged from device to device. 
Since an FET is basically a voltage controlled current device, it is 
good design practice to keep the D.C. drain current at a nearly 


Ip, < In < 'p, 


VGS ~V6C 
device # | R 
G 


Ip (mA) 


Vos (volts) 


Fig. 3-4. Fixed Bias Load Line for a JFET. 


constant value. To see how this can be done, we must examine 
the three most common ways of biasing FETs; i.e., (a) fixed bias, 
(b) self-bias, and (c) fixed/self-bias combination. 


FIXED BIAS: The fixed-bias method con- 
sists of a constant voltage applied to the 
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gate. Since there is no gate current, this will 
establish a fixed value of gate-source voltage 
as shown in Figs. 3-4 and 3-5 for the 
n-channel JFET and p-channel MOSFET, 
respectively. From the gate-transfer charac- 
teristics, the load line will have an infinite 
slope which causes the bias drain current to 
vary from device to device. This bias method 
is highly undesirable unless the devices used 
have small spreads in Ipgg or V¢p which will 
reduce the spread in Ip. Therefore, only 
through careful screening of units will the 
fixed-bias method be effective. 


Ip, < Ip <I, 


Ip (mA) 


Vos = Vac 


VGG 


Ves (volts) 


Fig. 3-5. Fixed Bias Load Line for an Enhancement Mode 
MOSFET. 


SELF-BIAS: By placing a resistor in the 
source of a JFET or an enhancement/deple- 
tion mode MOSFET, self-bias on the device 
can be accomplished in a manner similar to 
that used on a vacuum tube. The voltage 
drop across this resistor caused by the drain 
current will produce a value of Vgsg as long 
as the gate is returned to ground through a 
gate resistor. The source resistor will estab- 
lish a gate circuit load line with a finite slope 
that determines the value of Ip and VcGs as 
it intersects the characteristic curves. Figs. 
3-6 and 3-7 show the self-bias method for an 
n-charinel JFET and an n-channel enhance- 
ment/depletion mode MOSFET. The varia- 
tion in Ip from device | to device 2 is much 
less than for the fixed-bias method and will 
be even less as Rg is increased. 


In, < In < Ip, 


device #1 


Ip (mA) 


Vos (volts) 


Fig. 3-6. Self-Bias Load Line for a JFET. 
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device # 1 


device # 2 
Ip, < IDS 


Rs 


Ves, Ves, (+) 
Ves (volts) 


Ip, 


Ves =RslIp 


Fig. 3-7. Self-Bias Load Line for an Enhancement/Depletion 


Mode MOSFET. 


For self-bias on an enhancement mode 
MOSFET, it is necessary to feed part of the drain 
voltage back to the gate. Since there is no drain 
current flow for Vgg less than the threshold 
value, a resistance in the source will not work 
to produce self-biasing. The common method 
of self-bias is to place a resistor between the 


—Vpp 
device # | 
= device # 2 Rp 
S 
> Vpp Ip, < In<!p, 
Rp a 
Vos 
Ip, + 
Ip, Ves = Vos 


Vpp 


Ves, GS. 
Vos (volts) 


Fig. 3-8. Self-Bias Load Line for an Enhancement 
MOSFET. 


gate and drain. This allows the gate voltage 
to be equal to the drain voltage since there is 
no gate current. The gate circuit load line is 
the same as the drain circuit load line as 
shown in Fig. 3-8 for the p-channel MOS- 
FET. This method offers an advantage over 
the fixed-bias method since the variation in 
drain current from device to device is re- 
duced. By increasing Rp, the variation be- 
comes even less. 


FIXED/SELF-BIAS: The third biasing 
method uses the other two in a combination 
that produces the least variation in the drain 
current bias point. By applying a fixed 
voltage to the gate and placing a resistor in 
the source, the load line can be made to 
intersect the gate characteristic curves with a 
nearly horizontal slope. As the value of the 
fixed voltage source is increased, the slope of 
the load line can be decreased even more to 
approach a horizontal line. Fig. 3-9 shows 
this bias technique for an n-channel JFET. 


The enhancement mode MOSFET can 
also be biased in this manner by placing a 
fixed voltage source in series with a resistor 
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Mode 


device =1 


Ip (mA) 


VGs, 


—VGG VCS; 


Vos (volts) 


Fig. 3-9. Combination Fixed/Self-Bias Load Line for a JFET. 


in the source. This will produce a load line 
which intersects the characteristic curves as 
shown in Fig. 3-10. This load line is similar 
to the one for self-bias scheme except that 
the slope is controlled by the source resist- 
ance Rg. As Rg is made larger, the variations 
in drain current decreases. 


Because the enhancement/depletion MOS- 
FET operates in either mode, it can also be 
biased in either mode by the fixed/self-bias 
method. With a resistor in the source and a 
voltage source on the gate, the load line will 
intersect the characteristic curves similar to 
the JFET. However, this intersection could 
be such that the device may be biased in 


In, < Ip < In, 


device #1 


device # 2 


V GS, VGS; 
Vos (volts) 


Fig. 3-10. Combination Fixed/Self-Bias 
Enhancement Mode MOSFET. 


device = 1 


Ip (mA) 


device = 2 


—Vc¢s, Ves, KG6 
VGs (volts) 


Combination Fixed/Self-Bias Load Line for an 
Enhancement/Depletion Mode MOSFET. 


Fig. 3-11. 
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In, < In < In, 


Load Line for an 


either mode. Fig. 3-11 shows a _ typical 
n-channel MOSFET which has the load line 
intersecting the characteristic curves in both 
modes. Device number | will be biased in 
the depletion mode while device number 2 is 
biased in the enhancement mode. 


20 2NS163 


Rs = S002 


Inss = 20mA 


aid Vos (volts) 


Fig. 3-12. An Example of all Three Bias Load Lines for a JFET. 


Unlike conventional bipolar transistors, FETs are difficult 
to bias by analytical techniques. Because of the square law gate 
characteristics, it is often desirable to use graphical methods 
which are accurate enough to produce a good bias. 


EXAMPLE 1: JFET BIASING 


Given the typical min and max spread in device gate 
characteristics for the 2N5163 n-channel JFET (Fig. 3-12), use 
all three bias techniques and compare results in spread of Ip. 


STEP 1: Fixed bias. Choose a fixed value of Vggs between Ov. 
and 1.2v.; say 0.8v. Draw a vertical line which intersects 
the curves at Ip max = 13.0mA and Ipmin = 1.0mA 
(line A of Fig. 3-12). The spread in Ip is 13mA — 
1.0mA = 12mA. This fixed voltage is placed in the gate 
as shown in Fig. 3-13. 


1.0mA < Ip < 13mA 


0.8v 


1.1mA <Ip < 5.5mA 
0.8mA <Ip < 3.5mA 


Rs = 5002 
Rs = 1KQ 


1 MegQl 


Fig. 3-14. A JFET Self-Bias Circuit. 


STEP 2: Self bias. Choose a value of source resistance Rg and 
construct a load line of slope 1/Rs through the origin 
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intersecting the characteristic curves. Line B of Fig. 
3-12 is for an Rg = 500Q for which Ip max = 5.5mA 
and Ip min = 1.1mA. LineCof Fig. 3-12 is for an Rg = 
1.0K for which Ip max = 3.5mA and Ip min = 0.8mA. 
The schematic for this biasing is shown in Fig. 3-14. 


STEP 3: Fixed/self-bias combination. Choose a fixed voltage of 
VGG = 5v, choose a value of Rg and construct a load 
line intersecting the Vgsg axis at -Sv and the Ip axis at 
5v/Rs. The intersection of the load line with the 
characteristic curves will determine the bias values of 
Ip. For Rg = 2.5K (line D of Fig. 3-12), Ip max = 


2.2mA < Ip < 3.5mA 
1.1mA <I Ip <2.2mA 


Rs = 2SKQ 
Rs = SKQ 


Fig. 3-15. A JFET Biased with the Combination Fixed/Self-Bias 
Scheme. 


Ip 


| Meg Q 


5 volts 


Fig. 3-16. An alternate Configuration to the Combination 
Fixed/Self-Bias Scheme. 


3.5mA and Ip min = 2.2mA; for Rs = 5K (line E of Fig. 
3-12), Ip max = 2.0mA and Ip min = 1.I1mA. This bias 
schematic is shown in Fig. 3-15 and an alternate 
method in Fig. 3-16. 


The equation for either load line is given as 


Vcs Vcc 
+ 


DR Rs 


which indicates a straight line of slope 1/Rgs, starting at 
Vos =-VGgq and intersecting Ip at Vgg/Rs as shown 
in Fig. 3-17. This bias method is the most popular 
since it produces the least change in Ip from various 
devices. 


(3-4) 


—VGgG . Vos 


Fig. 3-17. Load Line for the Combination Fixed/Self-Bias 
Scheme. 


EXAMPLE 2: ENHANCEMENT MODE MOSFET BIASING 


Given the typical gate characteristic curves for the 2N4267 
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30 
Vin = 1.4 volts 


Ip (mA) 


0 3 6 9 12 15 18 
Vos (volts) 


Vin = 6.0 volts 


Fig. 3-18. An Example of the Self and Combination Fixed/Self- 


Bias Load Lines for an Enhancement Mode MOSFET. 


p-channel MOSFET showing the min and max device spread (Fig. 
3-18), bias this device using the self-bias method and the 


fixed/self-bias combination. 


2.0mA < Ip < 5.0mA 
1.0mA < Ip < 3.0mA 


VGG = 
10 volts + 


Rs =/K 
Rs = 2K 


Fig. 3-20. Combination Fixed/Self-Bias Circuit for an Enhance- 


ment Mode MOSFET. 


STEP 1: Self-bias. Assume a supply voltage of 20v, and a drain 


load resistance of 2K. Bias the gate by connecting the 
drain and gate with a 10 MegQ resistor shown in Fig. 
3-19. This will make Vggs = Vps. The drain load line 
equation is obtained by summing up the drain circuit 
voltage drops. 


Vpp = Rplp + Vos (3-5) 
By solving for Ip oo Wisc : Vou ae 
2 Rp Rp 
For the circuit in Fig. 3-19 
Vos 
=.= + = 
Ip aK 10mA (3-7) 
but since Vgs = Vps, then 
V 
Ip =-—¢ + 10mA (3-8) 


which is the resultant load line (line A of Fig. 3-18) for the 
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Ip (mA) 


0 ee 55°C 
2N5163 
Vos =0 


6 
T, =25°C 


2 


T4 = 100°C 


0 4 8 1s 16 20 
Vos (volts) 


Fig. 3-21. Temperature variations in the Drain Characteristics of 
a 2N5163 JFET. 


self-bias method. The variation in bias current from min to max 
device characteristics is about 2 mA. To reduce this spread, either 
Vpp must be increased or Rg increased which would interfere 
with the drain circuit load line. 


STEP 2: 


Fixed/self-bias combination. Choose a fixed value of 
gate voltage Vcog = 10v, and a source resistance Rg as 
shown in Fig. 3-20. The load line for the gate circuit is 
Ip _ YoGs z2G6 (3-9) 
Rs Rs 
Line Bof Fig. 3-18 is the load line for Rs = 1K which 
shows a spread in Ip of 3 mA. Line Cof Fig. 3-18 is the 
load line for Rg = 2K which produces a spread of 2 mA 
in Ip. This load line can be changed quite easily by 
varying Vgg without affecting the drain circuit load 
line. 


2N3631 
Vos =0 


16 


12 
= 
= 
a 8 
4 
0 
0 4 8 12 16 
Vos (volts) 
Fig. 3-22. Temperature Variations in the Drain Characteristics of 


a 2N3631 


Ip (mA) 


Enhancement/Depletion Mode MOSFET. 


2N4268 . 


Vos = 12 volts 
40 “= 


La 25°C 
Tg = 25°C 

T4 = 125°C 
20 


10 


0 3 6 9 12 15 18 
Vos (volts) 


Fig. 3-23. Temperature Variations in the Drain Characteristics of 
a 2N4268 Enhancement Mode MOSFET. 
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DRAIN CHARACTERISTICS — SATURATION REGION: 


The next important feature in the data sheet is the D.C. 
drain characteristics. These characteristics describe a family of 
curves for drain current versus drain-source voltage. Since these 
drain curves in the saturation region can be taken directly from 


Ves =0 


2N5163 
0.20 
VGs = 1.0v 
= VGs =20v 
é 
Q 
oy Vos = 3.0v 
-0.05 0.05 
Vos (volts) 
-0.20 


Fig. 3-24. Low Voltage Drain Characteristics of a JFET Display- 
ing the Linear Relationship. 


the gate transfer curves, it can be expected that they will vary in 
the same manner, which they do. Figs. 3-21 and 3-22 show 
typical zero Vcsg drain characteristics measured at three tempera- 
ture values for a JFET and enhancement/depletion mode 
MOSFET, respectively. Fig. 3-23 shows the same for an 
enhancement mode MOSFET for a fixed value of Vgs beyond 
its threshold voltage. 


LOW VOLTAGE/CURRENT REGION: 


At low drain voltage and current values, the drain character- 
istics display a linear relationship. In this region, the channel 
resistance has a constant resistance slope controllable by the 
gate-source voltage. More precisely, this small-signal resistance 
(labeled rpg) is related inversely to the gate-source voltage. Fig. 
3-24 is a typical plot of the small-signal drain region for a JFET 


100K 2N5163 
Ip =0 


drain 


10K 


=— Ips 


source 
IK 


rps(Q) 


100 


Vos (volts) 


Fig. 3-25. Small-Signal Drain-Source Resistance vs. Gate-Source 
Voltage for a 2N5163 JFET. 


while Fig. 3-25 shows a plot of tp, versus Vgg for the same 
device. Notice that the plot in Fig. 3-24 is drawn through the 
origin. Since the enhancement/depletion mode MOSFET is 
similar to the JFET because of the initially formed channel, its 
relation Of fps to Vgsg will also be similar as shown in Fig. 3-26. 
Notice that as Vgg biases the device in the depletion region, the 
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resistance increases drastically. Because the enhancement mode 
MOSFET does not have a channel for low Veg values, its rpg vs 
Ves plot will be typical to the one in Fig. 3-27. As Ves 
increases, fp, decreases due to the formation of a channel. 


This relationship of rps to Vgg in FETs allows the device 
to be very useful as voltage controlled resistors. There are many 
applications for these resistors, some of which, will be discussed 
in following lessons. 


drain 


2N3631 
Vos = 100mV 


substrate 


a— 'ps 


100K" 


source 
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Fig. 3-26. Small-Signal Drain-Source Resistance vs. Gate-Source 
Voltage for an Enhancement/Depletion Mode 2N3631 MOSFET. 
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Fig. 3-27. Small-Signal Drain-Source Resistance vs. Gate-Source 
Voltage for an Enhancement Mode 2N4267 MOSFET. 


DRAIN CIRCUIT LOAD LINES: 


The D.C. operating point in the drain circuit can be 
determined by constructing a load line in the plot of drain 
curves. For the drain resistor, Rp, the load line will be similar to 
the one shown in Fig. 3-28 for a JFET. The intersection of the 
load line with the characteristic curves determine the bias values 
of Ip and Vps. The equation for this load line can be obtained 
by writing an equation for the drain circuit as was done in 
Example 2. That is, 


Vpp = RpIp + Vps (3-10) 
then solving for Ip in terms of Vps 
Vos , Yop 
Ip =- Rp Rp (3-1 ‘is 
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slope: — 1/Rp 
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S 
S 


Vos, (gate bias 
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ee 
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Fig. 3-28. Typical Load Line in the Drain Characteristics of a 
JFET Showing the D.C. Bias Point. 


This equation describes a straight line with a slope of -1/Rs. The 
line intersects the Ip axis at Vpp/Rg and the Vps axis at Vpp. 
The value of Vcsg will determine the bias values for Ip and Vps. 


Load lines are a very useful tool in analyzing FET circuits 
since most D.C. characteristics of FETs are given in graphical 
form. The following example shows how load lines can be used 
to determine the bias condition. 


Vpp 


Vos (volts) Vos = 2.8v Vos = 19v VDD 


Fig. 3-29. Illustration of the Load Lines in the Gate- Transfer and 
Drain Characteristics Curves Showing the D.C. Operating Points. 


EXAMPLE 3: JFET LOAD LINES 


Given the typical gate and drain characteristics of an 
n-channel JFET (Fig. 3-29) and the self-biased circuit in Fig. 
3-30, find the D.C. operating conditions (i.e., bias values of Ip, 
Vos, and Vos). 


STEP 1: To find the gate bias point, construct the gate load line 
through the origin with a slope of 1/500. This line 
intersects the gate characteristic curve at Ip = 5.5mA 
and Vcsg = 2.8v. 


Vogs=28v = 


Fig. 3-30. Typical Bias Circuit for a JFET Showing D.C. 
Operating Valves. 


STEP 2: Construct the drain load line by writing the load line 


equation: 
Vpp = RpIp + Vos + Rsls (3-12) 
Since Ip = Is, then 
Vpp = (Rp + Rs) Ip + Vos (3-13) 
and 
=V V 
i‘ DS DD (3-14) 
Rp + Rs Rp + Rs 
Lae er 3-15 
D=— 3K m (3-15) 


STEP 3: From the intersection of this line and the drain 
characteristic curves, find the value of drain-source 
voltage by solving Eq. (3-16) for Ip = 5.5mA. 


Vps = 30v — 2K(5.5mA) (3-16) 


Vos = 19v (3-17) 


The procedures used in this example are outlined 
below: 


(1) Construct the gate circuit load line. 


(2) Determine the bias values of Ip and Vcgg from the 
intersection of the load line and gate transfer character- 
istic Curves. 


(3) Construct the drain circuit load line by writing a 
voltage equation for the drain circuit. 


(4) Determine the bias value of Vps from the 
intersection of the load line and the characteristic curve 
for the bias value of Ip. 


By following these basic steps, the circuit designer can bias his 
FET with information from the data sheet which is much 
simplier and more accurate than an analytical method. 
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Grooming ald 


~The O-Sun Company of Thiens- 
ville, Wisconsin, introduces The 
Valet, a coin-operated machine that 
applies polish and shines shoes. 

Customers choose between black 
and brown polish which is applied 
directly to the brushes. Each aerosol 
can of polish provides approxi- 
mately 200 shines, company officials 
said. 

The Valet measures 32” (front— 
36” back) x 23%” x 14%” and is 
finished in commercial grade walnut 
Formica. The brushes are made of 
deep pile cotton nap. 

A 16” x 6” anodized aluminum 
message panel can be used for per- 
sonalized advertising. Panels can be 
changed to reflect a sales or public 
relations message. 
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Play Dail 


Williams wants a place in the 
baseball Hall of Fame with Pennant 
Fever. 

Ballpark speech and sound effects 
bring the game alive as players take 
a turn at bat. A home run scores 
double when lit, and a consecutive 
home run multiplier rolls up the 
runs. A grand slammer earns a pen- 
nant, and 10 pennants earn a free 
game (operator adjustable). 

As a one-player game, the pitches 
are computer-controlled and are 
activated with one button. In two- 
player competition, the pitcher has 
three buttons at his fingertips so he 
can throw off his opponent by sur- 
prising him with a fast ball, a curve, 
or a change-up. 


rides again 


Mr. Do!’s Wild Ride is a new con- 
version game with a roller-coaster 
theme from Universal, U.S.A. Once 
again, Mr. Do is out to get the goal 
while dodging perilous runaway 
coasters and a variety of obstacles on 
the track. 

Ladders are placed strategically 
along the rails to save Mr. Do and 
speed him along toward the goal. 
But even the ladders can be dan- 
gerous when the coasters speed by! 

Removing the fruit from the 
ladders changes the targets at the 
goal, and removing the E.X.T.R.A. 
awards another Mr. Do. If you can 
make the goal when the lucky 
diamond appears, you are awarded a 
replay. 
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Magical 
journey 


Williams’ Mystic Marathon con- 
version game contains graphics and 
animation for players of all ages and 
skill levels. 

Feet-stomping ogres, apple-toss- 
ing trees, sleeping dragons, helping 
hands, gnomes that can shrink you, 
and sea horses that can ride you over 
the water are a few of the whimsical 
creatures inhabiting the mystic 


islands in the marathon through © 


fantasy lands. 

The mystic map displays the posi- 
tion of the runner and the island 
configuration as the player controls 
the joystick and jump button in a 
race to finish in the top three. If the 
player can collect the crystals, pearls, 
and golden mushrooms for bonus 
points, evade the unfriendly crea- 
tures, and wisely use the magic of 
the friendly, he can make good time. 

Mystic Marathon is available only 
as a conversion kit and converts all 
Williams horizontal monitor games 
like Defender, Stargate, Robotron: 
2084, Joust, and Bubbles. The kit 
includes a new set of electronics, 
complete control panel assembly, 
new CRT glass, and side decals. 


Merchandising its new concept of 
the “ultimate conversion kit,” 
Crown Vending of Corona, New 
York, announced its new game 
Superbike. 

The game is simple and exciting, 
according to Crown President Steve 
Hochman. The player maneuvers a 
fun-loving cartoon character on a 
motorbike over trees, across chasms, 
and then flies the bike through the 
air in heroic attempts to score bonus 
points while leaping barrels and 
trying to explode floating balloons. 

“And all of this is created with 
just a chip change,’ Hochman. 
explained. “Our Superbike is 
specifically designed at the moment 
to be used on the Nintendo Donkey 
Kong board.” Superbike’s price is 
$275 to the operator and includes 
the header, control panel overlay, 
and a set of custom chips. 

Hochman explained that as new 
games are developed by Crown 
Vending, the operator only has to 
change a header, an overlay, and 
some chips to get a new conversion 
game in the same cabinet. 

“It's what we mean by the ulti- 


mate conversion,’ Hochman said. 


“And you can be sure we will be 
developing new games every few 
months for all existing games in the 
street in addition to the current crop 
of Donkey Kongs on locations.” 
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Striking 
shuffle alley 


Bally Midway’s shuffle alley 10 
Pin Deluxe is a high-tech approach 
‘to the popular bowling game with 
operational features and no moving 
parts (except the puck). 

The game’s three-piece construc- 
tion makes handling easy, company 
officials said. Old-fashioned mecha- 
nisms have been replaced with 
three-dimensional projected pins 
and electronic puck sensors to help 
eliminate mechanical headaches. 

10 Pin Deluxe’s programming 
provides bookkeeping, test func- 
tions, and adjustaklz uifficulty 
settings. Optional features, such as a 
dollar bill acceptor and ticket dis- 
penser, allow the operator to tailor 
10 Pin Deluxe to specific locations. 
The shuffle alley features four dif- 
ferent games (including the new 
Super Flash), a six-player capability, 
neon-like graphics, an updated 
cabinet design, and no-moving- 
parts engineering. 
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The Video Outpost 
ADVANTAG | 


Put any two video games 
ANY UWHERE! 


How many profitable locations have you passed up because of security 


risks? How many outdoor locations could be producing profits for you 
right now? The all-steel. weather-repellant. vandal-resistant design of The 


Video Outpost makes nearly all locations possible. 
Count your potential new locations tonight and call us tomorrow! 


For more information on the many features of The 
Video Outpost, or the name of the distributor nearest 
you, Call: 


ALL-WEATHER AMUSEMENTS 


5 Patricia Lane ® Spring Valley, NY 10977 
914/354-3095 


THERE IT IS! 


G7 THAT'S THE NUMDER! 


ees, CALL 


504/837-7987 


To Subscribe To 
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A-maze-ing 
miner 


Stern Electronics, Inc. announces 
production of its latest video game, 
Super Bagman. This solid-state one- 
or two-player game, licensed from 
S.A. Valadon, France, is a fast paced 
multi-level game. 

The player maneuvers Super 
Bagman through various mine 
shafts, picking up money bags and 
placing them in the mobile wheel- 
barrow at the surface of the mine. A 
time controlled bonus is awarded 
upon placing the money bag in the 
wheelbarrow. 

While climbing through the 
shafts, Super Bagman must avoid 
the pursuing guards, the moving ore 
carts, and the elevator. He may 
temporarily defend himself by using 
a pickax, exploding a bomb, shoot- 
ing the guards (by using a fire but- 
ton), or dropping a money bag on 
them when they are on the same 
ladder as he ts. 

Super Bagman moves horizon- 
tally and vertically by use of an 
eight-way joystick. The action 
button is used to make Super 
Bagman perform tasks such as 
picking up and dropping the money 
bags, pickax, and bombs (bombs 
ignite when released); grabbing and 
releasing the ceiling beam to avoid 
the ore cart (this can be done while 
carrying a money bag); placing a 
money bag in the wheelbarrow; and 
jumping across mine shafts. 


Hall Caesar 


Konami/Interlogic introduce 
Pandora’s Palace, their new conver- 
sion kit that packs sight, sound, and 
skill into a maze of action. 

Pandora’s Palace plunks its hero, 
Lil’ Caesar, right into the middle of 
the action as he enters a maze of 
corridors, grinning and ready for a 
toga party. All the troubles that have 
been loosed from Pandora's Box are 
there immediately to get him. 

Caesar has to leap over blazing 
fire pits, dodge rolling skulls and 
pagan stone heads, and jump over 
floors that turn into trapdoors, 
elevators, or sliding platforms. The 
player uses an eight-way joystick 
and jump button to keep Caesar 
hopping over disasters and on the 
run. The jump button also catapults 
Caesar up to grab for the ceiling- 
hung grapes that juice him up into a 
powerful Roman warrior. 

Piling up scores and dodging 
perils takes Lil’ Caesar through the 
maze of corridors on each floor of 
Pandora’s Palace to the eighth and 
top floor at last. Each of the eight 
floors represents a different skill 
stage; as Caesar reaches a new floor, 
the skill level increases—and so do 
the dangers and the big-score 
Opportunities. A successful run to 
the eighth floor of Pandora’s Palace 
makes him a hero, ready to try it all 
again for fresh laurels. 

Caesar wins his warrior-power by 
successfully grabbing grapes, but he 
can lose his power if he’s bowled out 
by a skull, tumbles through dis- 
appearing floors, or hops into a fire 
pit. Then he’s turned back into a 
toga-clad citizen on the run. If it’s 
too powerful a hit or too big a fall— 
then it’s goodbye, Caesar. The player 
can put another Caesar in the 
running until he uses up his supply. 

Pandora’s Palace can be installed 
in any vertically mounted rastar scan 
monitor game. The conversion kit 
includes decals for the marquee and 
side panels. 
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This magazine gives 
you good mn 


good writ 
and good arithmetic. 


We present the information in our articles clearly, 
accurately and objectively. That's good writing. Which 
means good reading. 

We present the information in our circulation 
statement clearly, accurately and objectively. That's good 
arithmetic. 

BPA (Business Publications Audit of Circulation, Inc.) 
helps us provide precise and reliable information to both 
advertisers and readers. 

An independent, not-for-profit organization, BPA 
audits our circulation list once a year to make sure It’s 
correct and up to date. The audit verifies your name, your 
company, your industry and your job title. 

This information enables our advertisers to determine 
if they are reaching the right people in the right place with 
the right message. 

The audit also benefits you. Because the more a 
publication and its advertisers know about you, the better 
they can provide you with articles and advertisements 
that meet your information needs. 

BPA. For readers it stands for meaningful information. 
For advertisers it stands for meaningful readers. Business 
Publications Audit of Circulation, Inc. V 
360 Park Ave. So., New York, NY 10010. BPA 

We make sure you get what you pay for. 
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Aids to the Trade 


Desoldering 
systems 


Pace Incorporated announces the 
availability of the MBT-200 desold- 
ering/soldering and MBT-100 
desoldering systems. These self- 
contained systems are for the fast, 
spike safe desoldering and tempera- 
ture controlled soldering of elec- 
tronic assemblies. 

These Micro Bench Top Systems 
feature the Pace “instant rise,” 
rotary carbon vane pump. Vacuum 
rise time is now instantaneous, 
which ensures the non-destructive 
removal of any solder joint, com- 
pany officials said. The system has a 
new low voltage, lightweight, 
pencil-grip handpiece. 

The systems feature a variable air 
pressure control and linear temper- 
ature setting. Both systems utilize 
the Pace VisiFilter, a system design- 


ed to provide filtration of toxicand/ 


or noxious particles. 

The MBT-200 and MBT-100 are 
packaged in a heat resistant, non- 
corrosive, extruded aluminum case 
with rounded corners and rolled 
edges to ensure user and work sur- 
face safety. The ‘‘hot-cubby” is “stay- 
grooved’ set, removable, and can be 
mounted on either side to arrange 
optimal use of the work area and 
also for either right- or left-hand use 
of the handpieces. 

For more information, contact 
Pace Incorporated, 9893 Brewers 
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Court, Laurel, MD 20707. 
phone: 301/490-9860. 


Tele- 


Token security 


Eurocoin International provides 
token security by ensuring that the 
token allocated to you is exclusive to 
your business area, company officials 
said. The company also has keyplates 
available for all current coin entry 
slots. Brass or keyed tokens are 
available in quantities from 5,000 to 
100,000. 

Magnetokens, Eurocoin’s latest 
innovation, provides a system by 
which you cannot only reject all 
foreign tokens but your token 
cannot be used in any other opera- 
tors machines, company officials 
said. 


For further information, contact 


James Dickey, Eurocoin Inter- 


national, P.O. Box 13127, Lexing- 
ton, KY 40583. Telephone: 606/ 
254-9117 or 606/254-9127. 


Fortune cookies 


The Fortune Cookie Contest is a 
way tO promote a special event or 
build traffic in a location. 

Business Builders introduces this 
new Fortune Cookie Promotion 
Package for all types of locations. 
You get a quantity of fortune cookies 
with different messages. Some are 
winners of prizes and some are just 
clever advertising messages for your 
location. 

The contest can be run in differ- 
ent ways. A person can get a cookie 
for coming to your location, for 
making a purchase, or for scoring a 
certain number of points on a game. 
You select the messages for inside 
the cookies and how many of each 
you want. 

The top prizes can be almost any 
popular item. A reconditioned game 
is.an excellent prize or a stereo, a 
jacket, a bicycle, or anything that 
might appeal to your customers. 

Each cookie comes individually 
sealed in poly bags. They are made 
with flour, sugar, eggs, salt, baking 
soda, vanilla extract, and vegetable 
oil and are FDA approved. The 
fortune is printed on white or pastel 
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colored paper and can include up to 
three lines of 30 characters each. 
The cookies have a four-month shelf 
life so they can be used for a long 
term promotion as well. 

The Fortune Cookie Contest 
lends itself to extras for the pro- 
motion. Chinese lanterns can be 
used for decorations during the con- 
test, and employees can wear 
Chinese costumes. 

For more information, contact 
Carol Kantor at Business Builders, 
10381 S. DeAnza Blvd. #209, Cuper- 
tino, CA 95014. Telephone: 408/ 
446-4400. 


Plastic padlock 


The new plastic padlock seal from 
Dickey Manufacturing Company 
provides instant identification of 
tampering, company officials said. 
The seals are self-locking with a 
push of a finger, and once closed, 
cannot be opened without being 
broken or cut. 

Available in the color of your 
choice for visibility, the plastic pad- 
lock seal is used for sealing meters, 
switches, containers, instruments, 
and valves. The plastic body and 
stainless steel hasp resist rust and 
corrosion, company Officials said. 
Padlock seals are imprinted with 
company name or coding free of 
charge. Free sequential numbering 
is also available to identify seals that 
may have been tampered with. 
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For further information, contact 
Burt Lowden, Dickey Manufacturing 
Company, 1315 E. Main St., St. 
Charles, IL 60174. Telephone: 312/ 
584-2918. 


Computer 
service kit 


P. K. Neuses, Inc., has available a 
new Computer Service Kit that 
includes a wide assortment of tools 
and instruments needed for com- 
puter service and maintenance. The 
inclusion of specially-designed 
multi-purpose tools precludes the 
need to carry items that are rarely 
used. 

The tools are packaged in a 
custom-designed luggage case which 
features separate compartments for 
every tool. 

While the Neuses Kit contains a 
comprehensive selection of elec- 
tronics service tools including multi- 
meter, logic probe, chip extractors, 
and other items, the company also 
will accommodate those who 
require additional tools and instru- 
ments. All tools contained in the 
Neuses Computer Service Kit are 
also individually available. 

For additional information, 
contact P. K. Neuses, Inc., Box 100, 
Arlington Heights, IL 60006. Tele- 
phone: 312/253-6555. 


Mini-safe 


Carry-Safe is a new portable 
personal safety deposit type mini- 
safe which features a high test steel 
quarter-inch chain wrapped around 
any permanent fixture. The ends are 
tucked into it through theft-resistant 
slots and hooked to the internal 
security posts. When the lid is 
locked down, sealing in the loose 
ends of the chain, the Carry-Safe 
becomes anchored. 

Model #1100 measures 82” x 11” 
x 2%” and is made of 12-gauge steel 
(%” thick), and weighs 11 pounds. 
This model is manufactured with a 
new high security tumbler lock now 


being used in slot machines and cash 
boxes, company officials said. 

The inside base and lid are lined 
in nylon velvet which protects deli- 
cate valuables being stored or trans- 
ported. It is finished in a textured 
gray color. 

Each unit is manufactured with its 
own serial number and may be 
registered with the manufacturer. 
This registration information can be 
made available to official police 
departments with the owner's prior 
written consent. A logo onthe name 
plate resembling a police badge, 
giving it a law enforcement look, is 
designed to discourage vandalism or 
tampering, company officials said. 

In the event of a change of 
ownership, the entire lock, including 
new keys, can easily be replaced 


from the inside. Key replacements 
are available to registered owners 
from the lock factory by private code 
registration number. An alternate 
combination type cam lock elimi- 
nating key handling problems is 
optional and available directly from 
American Carry-Safe for $16. 

Personal Carry-Safes are being 
offered at the introductory price of 
$219 each or two for $375 plus ship- 
ping. 

Information on other sizes soon 
to be available and free photo- 
graphic brochures are available 
upon request. 

For more information, contact 
American Carry-Safe Mfg. Co., 2211 
American Avenue, P.O. Box 6246, 
Hayward, CA 94540. Telephone: 
415/887-1717. 
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‘ fare 


Currency 


counter 


Technitrol Financial Products 
introduces a new high speed cur- 
rency counter that is compact and 
portable. 

The Techni-Count 100 counts and 
batches both U.S. and foreign 
money. Speed is 1,200 documents 
per minute of new or worn, “as is,” 
or mixed quality. Batch sizes of 10, 
25, 50, or 100 can be pre-selected. 
The unit also detects “doubles” and 
will stop automatically. 

The Techni-Count 100 has two 
optional features—counterfeit bill 
detection (unit stops automatically) 
and computer systems interface 
(RS-2432 connection). The latter fea- 
tures allows the Techni-Count 100 
to be incorporated into a larger 
system for application such as cash 
settlement. 

For more information, request 
Bulletin #100 from Technitrol, Inc., 
1952 E. Allegheny Avenue, Phila- 
delphia, PA 19134. Telephone: 215 / 
426-9105. 


Video billboard 


A new option, the Video Bill- 
board, was introduced by Merit 
Industries, Inc. for its line of video 
card games. 

The Video Billboard offers 15 
different on-location custom pro- 
grammable screens which can be 
used to promote specials, announce 
upcoming events, and sell adver- 
tising to area businesses. A single 
detachable keyboard unit that pro- 
grams the screens can service an 
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Operators entire route, company — 


officials said. 

The Video Billboard features 15 
screens interspersed throughout the 
game's idle display mode, up to six 
16-character message lines, and two 
selectable sizes of characters. Each 
message can be individually pro- 
grammed with choice of color and 
even flashing, if desired. 

Product planners at Merit de- 
signed the Video Billboard around a 
keyboard unit already in use in the 
field. “Our research showed that 
many operators had purchased a 
similar keyboard for use with earlier 
games, said Tom Nicholas, Merit’s 
chief engineer. “We developed a 
great package for advertising that 
will generate extra income while 
enabling operators to recoup some 
of their investment in obsolete 
games.” 

“Operators can use a few of the 
Video Billboard screens to promote 
game play and the location,” said 
Mort Ansky, vice president of 
Merit’s sales, ‘and then sell display 
advertising to other local merchants 
and businesses.’ 


For more information, contact 
Mort Ansky, Merit Industries, Inc., 
Box 213, 630 Woodland Ave., 
Cheltenham, PA 19012. Telephone: 
215/379-1000 or Toll-Free: 1-800/ 
523-2760. Telex: 831897. 


Brass body padlocks 


American Lock brass body pad- 
locks, especially suited for outdoor 
uses, may be ordered keyed alike, 
keyed differently, or with a deadlock 
option. They are available with solid 
brass shackles or in a variety of 
shackle lengths in case hardened 
steel. 

Solid steel cover plates, available 
on the 5500 Series padlocks, offer 


additional protection and security 
for this pin cylinder which can be 
ordered master keyed and grand 
master keyed. 

American's brass padlock line fea- 
tures a double locking stainless steel 
ball locking system. All have change- 
able cylinders, can be rekeyed, and 
are available with five pin tumblers 
or 10 blade tumblers in a variety of 
shackle sizes and lengths. 

For more information, contact 
American Lock Company, 3400 W. 
Exchange Ave., Crete, IL 60417. 
Telephone: 312/534-2000. 


| Cylinder locks 


For security on vending machines, 
bill changers, and other locking- 
handle applications, the Abloy T- 
Handle Cylinder Lock, Model 3300, 
is offered with a pull strength in 
excess of 2,000 pounds. 

The new model 3300 Lock fea- 
tures a hardened steel bolt and bolt 
housing backed up by a case- 
hardened chrome plated steel 
cylinder housing. For additional 
security, the Model 3300 T-Handle 
Cylinder Lock utilizes the Abloy 
detainer disc locking principle. The 
detainer discs permit as many as 
360,000,000 different keying com- 
binations. 

The locks can also be keyed alike, 
keyed differently, master keyed, and 
grand master keyed. 

Abloy T-Handle Cylinder Locks 
are interchangeable with original 
equipment cylinders supplied in 
most T and L handles, company 
officials said. They are also available 
with a dead-bolt feature. For com- 
plete information, contact Abloy 
Security Locks, 5603 Howard St., 
Niles, IL 60648. Telephone: 312/ 
647-9655. Telex: 283-495. 
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CLASSIFIED 
ADVERTISING 


WANTED 
WURLITZER 1050 Pre 1970 pinball machines, back glasses, 
Absolutely Mint Condition! CLASSIFIED ADVERTISING play fields and Midway’s Space Gun. Call 
$4600 e AYS! Rob at 216/369-1192. 


912/745-8586 


TICKET 


DISPENSERS 
Now Available For 


VIDEO GAMES 


Kits or Components 


Harber Technology 
513/772-5053 


(CA ene LEAT) 


PAY PHONES 


PROFITS 
SSSS5 


INFINITY 1 


THE GAME OF A THOUSAND FACES! 


NEW GAMES COMPLETE $495 (F.O.B. Chicago) 
KITS — While they last! * Plus ’84 Releases 


All laser games available from $1995, Call for current prices! 


Roc n’ Rope 
Nova 2001 Lil’ Hustler 
Donkey Kong 3 Super Biker 
Lover Boy Lost Tomb 
Intrepid Progress 
Mega Zone | 
Time Pilot ’84 


e Write your own program & replace your 
own IC’s. 

@ Intelligent programing algorithm, 20 seconds 
needed only to finish 2764 copy. 

® Check, Verify, Read, Write, and Modify the 
PROM/EPROM in the programming mode. 

e Examine, Alter, Move, Fill, Upload, and Down- 
load the memory contents in the data mode. 

e 32Kx8 dynamic RAM buffer with powerful 
memory handling capability from keyboard. 

e Allows data transfer/combine/separate from 
one PROM/EPROM type and size to another 
PROM/EPROM type and size. 

@ One RS232 port, for linking to the computer to 

\_upload/download data. 

e Simple to operate, over current indication, 
automatic check-write-verify sequence. 

e Fully protable for field or in-plant use. 

@ One full year guarantee. 


312/280-7610 
HOFFMAN INTERNATIONAL 


600 N. McClurg Ct. Ste. 309, Chicago, IL 60611 
Telex: 280208 Hoffmn. Int. Cgo. 


IDEAL FOR: FEATURES: 


e Vendors e Easy to Install 

e Restaurants e Access MCl/Sprint 
e Service Stations e Instant Cash Flow 

e Lounges e Touch Tone 

e Stores or Rotary 

e Takes quarter/dimes 


Dealer & Distributor Programs Available 
For information 


EMPIRE LIBERTY TELCO 
(612) 471-0143 
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ATENCION: 


CLIENTES DE LATINO AMERICA 


VIDEO WARE, INC. LES OFRECE 
LOS MEJORES PRECIOS EN 


P C BOARDS 


LLAMENOS Y COMPARE!!! 
Preguntar por Cecilia 


600 Clover Street Telex 295379 
Los Angeles, CA 90031 Tablevision 


600 Clover Street Telex: 295379 
Los Angeles, CA 90031 Tablevision 


SDUCHUCULCCUCCOUGUCHCHOUUNOGUCUGURCUGUOUUOOUOUGDOUOHUOUOUGUOUDODEOCSUUD= 


KITS @ KITS @ KITS 


DISTRIBUTORS, INC. 
THE OPERATORS CHOICE! QUI CKI a 
sigh abesctr sleet a CONVERSIONS MADE SIMPLE & FAST! 


® Cut your conversion kit installation time 
by as much as 75% 


@ No technical expertise needed. Almost 


® QUALITY EQUIPMENT 
@ EXPERT COUNSELING 


: 5 alee : pom : anyone can do it. 
= . = FREE QUICKIT with purchase of any of our 
= orens = i : 
i Z conversion kits! 
= wan VP ponodon “— = Featuring...Mr. Do!’s Wild Ride @ Nova 2001 ® Time Pilot ‘84 © & many more! 
z 212/204-8828 z Only available through: 
= 425 Fairview Park Dr. = 
: Elmstord, NY 10523 : M.H. ASSOCIATES 
= - = : 
= 212/538-1285 = Fargo, ND 
: sentient CP pslia 5 1725 N. lst Ave. 1 800/VID-KITS  nND Canada, Alaska 
203/278-6626 : Fargo, ND 58102 843-5487 701/237-4563 
: 800/842-8255 = “Patent Pending 
= 11800-14 Industrialplex Blvd. = 
= Baton Rouge, LA 70810 = 
5 504/291-5050 = 
z 800/633-6432 : 
s 800/262-5188 = 
SUAMMAMSASAAANSSASBLEES c es ee ne ee Onn cE 
1-Brandt Sorter-Model 665-complete For Sale 
with bag attachments. Excellent condition 15 Junior Carousels. All are less than one 
Call: 301/289-7271. year old, $1800 each. 314/965-0207. 


| LOUISE’S HARNESS SHOP 
Rt. 3, Box 72 
Prattville, AL 36067 


Harnesses prepared for 
ALL VIDEO GAMES 


“ce” || CONVERSION FOR 
Write or Call 


—|~219 


ROUTE CLEARANCE SALE 


= 
M.A.C.H. 3 Re $2250 : Includes header, control panel 
Dragoas Lair......... 15/)> = NO SOLDERING @ NO WIRING overlay, chips & module. In- 
= talls | | 
Eg _D z Donkey Kong is a Trademark of Nintendo 1981 es 
JOUSE ..<. . +++ s+s:s- 550 : ponies 
Die Dug............. 450.8 
Cintipede............ 650 = 
Vitee Casino ......... 695 


Table Super Pac-Man... 425 


PAC MAN PLUS KITS MIDWAY 
MANUFACTURED $75.00 
** 30 DAY WARRANTY ** 


B & B VENDING 
1560 Edison St., Dallas, TX 75207 


214/747-0041 


OFFICES IN: Dallas; Midland/Odessa 
Amarillo and El Paso 
SARRADORRERERRRREREOREERADRERRRRREORRRRRRRRRERORRDRRRERRRORRERRORERRS ES 
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MANUFACTURED AND DISTRIBUTED BY: Call Collect: 


CROWN VENDING CORPORATION 
sGitona wines 212/592-7070 


OEVANOUOUOVGOQENGUOCNAWONOUOENEUOUSENEUOUOEUOUOEQEOUOUOOOENOUOEOEQEUOUOUOUOOUOEOOUREOEUERS 
FUCOHUGEOGEGOUGHRGGHOUQOUOHDOHQGHEGHOOHHORDOGNOGQOGS 


IF YOU OWN A 


DEFENDER ¢ STARGATE 
JOUST ¢ ROBOTRON 
BERZERK or ZAXXON 


YOU SHOULD CONVERT TO: 


Custom Made Kit 


CHAMPION BASEBALL 
was DIOS 


now $49 5 COMPLETE 


ABSOLUTELY FINEST CONVERSION KIT EVER OFFERED! 
NO TOOLS OR SPECIAL SKILLS REQUIRED! 
NO SOLDERING ... CONVERTS IN MINUTES! 


CUSTOM MADE CHAMPION BASEBALL KIT INCLUDES: 


@ Brand new custom made control panel with new joy stick 
new buttons, Champion Baseball overlay custom wired to exactly 
fit your machine . . . 


@ First class wiring harness with pre-‘stuffed” edge connector 
and all plug in (molex) connections . . . 


@ Original printed circuit board guaranteed unconditionally for 
30 days... 


@ New Champion Baseball monitor plexi and new header plexi 
marquee. 


VIDEO WARE, INC. 
Los Angeles 


(213) 225-1337 


Telex: 295379 


“TOO many coins 
or tokens to 
count by hand?” 


Cut Counting Time 
70% with Klopp 
Counters & Sorters 


Sort 1000 coins per minute. 
Count/wrap $1,000 
in 20 minutes or less. 


Portable, manual or electric 
rugged, no plastic, made in USA 
Full one-year warranty 


Economically priced 
— Call or write for full details —— 
“Our 53rd Year” 


KLOPP. 


KLOPP INTERNATIONAL. LNC. 
P.O. Box 708 


Pinellas Park, Florida 33565 
(813)522-9425 


VIDEOGAME TESTER 


FEATURES 


¢ Pocket size 
¢ Suitable for any game, central wiring, harness 
e +5, —5 & 12 V led indicators 
¢ Protection circuit built in 
e Provides RGB video output signals 
to verify monitor operation 
¢ Tone output to speaker 
e¢ LEDS indicate switch closure 
¢ 6 month warranty 


$149.95 


802-295-5584 
TLX: 701995 


shipping via 
UPS COD 
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SORT & COUNT 
COINS FAST 


COIN COMPACT REUSABLE 
SORTER COUNTER COIN 
PACKAGER IZ ule PACKS 
NADEX plastic coin equipment and reusable 
coin packs provide today’s best value for small 
volumn coin handling. FREE. TRIAL OFFER: 
SATISFACTION GUARANTEED. Write for details. 


NADEX Industries Dept. 84005 
220 Delaware Ave., Buffalo, NY 14202 


We Are Central 
New York’s Largest 
Distributor of 


Conversion Kits 
e Authorized Greyhound Dist. 
e Complete line of Dynamo— 
foosball, parts & supplies 
Tommy Lift Gate 
New & Used Games 
Best Prices 
Latest Conversions 

We Want To Buy 
Your Used PC Boards 
24 Hr. Turnaround Service 


Hi-Tech Coin Machine 


Distributors, Inc. 
8359 S. Main St., Cicero, NY 138039 


315/699-2807 
315/699-4953 


LEARN TO REPAIR 


e Video Game Boards 
e Power Supplies 
e And Monitors 
IN YOUR OWN HOME! 
Our complete Analog and Digital 
Course is taught on ten (10) video 
tapes (approximately 30 hours) 
“100% Satisfaction Guaranteed” 
For More Information, Call: 


800/221-0834 
(in NY State) 21 2/377-0369 


or write: Electronic Institute 
| of Brooklyn 
4801 Avenue N (corner E. 48th St.) 
Brooklyn, NY 11234 
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Se. Burtonsville, Maryland 20866 


USED P C BOARDS 


BUY e SELL ¢ TRADE 
Hundreds in stock! 
Pac Man Ms. Pac Man Rally X 
Amidar Phoenix Lady Bug 
Frogger Zaxxon Kangaroo 
Tunnel Hunt Donkey Kong Scramble 
Qix Defender Galaxian 


Champion Baseball kits — $595 


(Converts Defender in 15 minutes) 


MANY MORE TO CHOOSE FROM! 
PARTS ¢ SUPPLIES ¢ SPEED-UP KITS 


Y.C. ENGINEERING 


615/793-5669 


615/793-9142 


Telex: 53-4623 


LARRY CAPLAN SIGN CO. 
P.O. Box 247 


Our Prices Cannot Be Beat! 


$2 9900 
Plus Freight 


TEEL STAND 
ALL LIGHT 
BULBS 
ss * 100.00 DEPOSIT 


301-833-5941 


Without Arrow $259.00 


PRIZE-FILLED | 
EGG VENDING 
MACHINES 


New & reconditioned 
egg dispensing 
equipment & supplies. 


Innovative Industries 
2605 Grand Ave., Carthage, MO 64836 


AUCTION 


June 16, 


1984 


11:30 a.m. 
OVER 100 LATE MODEL 


GAMES & PHONOGRAPHS 


Play 


36339 Groesbeck Hwy., Mf. 


It Again... 


Clemens, MI 48643 


313/792-7020 


New & Used Game Sales — Open 9-5 Mon. thru Fri. 
NEXT AUCTION — JULY 21 
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n California's 


Norther 
VIDEO CONNECTION 
LOWEST PRICES ON: 


— New & Used Games — 
— Conversion Kits & Boards — 
Mr. Do!’s Castle & Wild Ride ¢ Nova 2001 
— Complete Kits — 

Donkey Kong & Junior (cheap) @ Joust 


| DONT MISS 
YOUR CHANCE! 


DRAGON’S LAIR 
SLIPPING ? 
Stay competitive convert to 


1 COIN/PLAY 


e Extends game life 


@ Increases overall revenue $295 © Popeye $195 ® Mr. Dol’s Castle To Advertise 
e Attracts new players mee] 7 PacMan $7258 Champion 
® 10 minute metalation Baseball $495 @ Mario Bros. $450 In The 
$29.95 BUY e SELL e TRADE 
Check or C.0.D. ar Upcoming 
ssues 


COIN DOUBLER 


5-31 50th Ave. 
New York, NY 11101 


212/706-4126 


Aug 1 — Securities/Service 
Aug 15 — Tobacco Premier 
Sept 1 — Distributing 


TRY US! 


For ALL The 
LAIES! KITS! 
New & Used Equipment 


AAS cistrisusors me 


8431 Mastin Drive 
Post Office Box 4057 


Overland Park, KS 66204 
913/642-9744 oo : 


Call: 


| Play Meter’s 
Advertising Department 


504/488-7003 


LOCATOR WANTED 
For North and Central 
New Jersey. Liberal Commision. 


201/227-3656 


TORNADO TABLE SOCCER 


Of | 


HOUSTON 


“The Tournament Specialist” 


Let Tornado maximize your 

Foosball area income with 

its professional lease table coin models. 

program. TORNADO’ We have the new 
TORNADO BIG FOOT MAN. 


TABLE SOCCER 
“The Survivor” 


Call us for parts and new 
table sales, both home and 


For more information call (713) 424-9305 
or write to 
TORNADO OF HOUSTON 
4601 Quail Hollow Dr. #2007 
Baytown, Texas 77521 
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BOARD 
REPAIR 


Foreign & Domestic 
Reliable Service 


Y.C. Engineering 
615/793-9142 


Telex: 53-4623 


$5.50 a 
CONTROL PANEL (n> 
FLIP-OVER ASHTRAY 


Your phone call any Monday will give 
you one free A-1 Cup Holder with an 
order of five (5) or more Ash Trays! 


A-1 PRODUCTS CoO. 
333 N. Queen St., Kinston, NC 28501 


919/527-8241 


LET'S DEAL! 


(TRACK EFED....... $1775 
MS PACIUAN..... 995 
Ue 


eoeoeeeeeee eee eee eee eee 


eee eee eee see eee eee eevee 


oeeeweeeeeeseeeeee eee ee 


DIGOUG ...... 6... 

ChOSsnOW 2995 

POreve, 495 
F DONKEY KONG JR ......0......; 395 
| CRYSTAL CASTLES (SD)....._... 995 


JUNGLE HUNTI(SD)............2.. 695 
Ms. PAC-MAN(SD) ............. 


oeeoe eee eee eee eevee eee 


eeoeeeeeeeeee eee 

eeeeeeeee eevee eee eeeeeee 
oeeoeeeeeewe eee eee eee wees 
eee eeeeeee eee eee ewes 
oeeeeee eee eee ee wee wm wwe we ee 
oe ee ee eee eee eww wee 


eoeeee eee eee eee ee eee 


1SCORPION.. 
PevGlUs......... 


oeeeeeeeeeeee eee eeee 


eoeeeoeoeeeeeeeeeee 


oeeeeeee eee ere ee eee eee 


[ifeo.......... 
FOMEGA FACE... .......,... 275 
RCN 4... 495 
fe COLO BEER... sid 995 
STAR TREK... 6 


eeevesee 


HOUSE OF GAMES 


| 504/395-5400 or 385-3866 
: Call Kary or J.D. . 
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WE HAVE THE LOWEST PRICES IN AMERICA 
FOR LEGAL PRINTED CIRCUIT BOARDS! 
COMPLETE KIT INCLUDING GRAPHICS! 


TITLE PRICE F.0.B. L.A. 


Mr. Do!'s Castle 
Midway Galaga (legal!) 
Champion Baseball 
Time Pilot 


* PC BOARD ONLY 
“AND MANY MORE QUALITY KITS AT GREAT PRICES” 


600 Clover St. 
Los Angeles, CA 90031 


213/225-1337 
Telex: 295379 


PLAY METER CLASSIFIED ADVERTISING 


Play Meter’s classified ads are sold by word (75¢ per word with a $10.00 minimum) 
or by inch for a display-classified ad ($30.00 per column inch with a 1 inch minimum 
and a 20 inch maximum). Prepayment must accompany ad. You may pay by check, 
money order, Visa or Master Card. Frequency discounts begin at six issues for ads 2 
inches and larger. Rate cards and deadline schedules are available upon request. Send 
ad orders and prepayment to: Play Meter Magazine, P.O. Box 24970, New Orleans, 
LA 70184. For more information, contact Karen Gray 504/488-7003. 


Write in or attach ad copy 


Company Name 


Adcress ___.. LCL CPi 

City ......__.____.. Stnte Zip Total Enclosed 
Nisa Acct. INO) ee ~EXpiCatiON Date 
Master Card Acct. No. —...._.__. CN. OF issues 


Authorized Signature 


+7 ----------------5 
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COMMENTARY 


In the Land 


Once upon atime inthe Land of Coin-op, general 
harmony reigned. There was the manufacturer who 
had relationships with distributors representing 
specific territories. The operator’s distributor pro- 
vided counseling, service, and new equipment 
financing plus assistance in getting rid of old equip- 
ment. 

Oh yes, there were problems and lots of bicker- 
ing. Manufacturing quality was a constant headache, 
parts were often hard to get, and each of the three 
continually felt that he could do the other’s job 
better. Most made a relatively good living. A few 
made fortunes, but they were made over a period of 
many years. 

However, at the recent ASI show, there were 
many dramatic signposts of how far from the world of 
harmony the industry has come. They portend the 
balance of 1984 and what may be the scenario for the 
balance of the decade. 

Power has returned to the operator. He may not 
feel he has it, but that’s where it’s at. His voice is not 
only being heard, but it is being listened to and 
appropriate action is being taken by the manufacturer. 


The speed with which the industry is back- 
pedaling from laser disc games is matched only by the 
speed with which it flung itself headlong into the laser 
phenomenon. The problem of selling a $4,000 game 
to an operator with a $1,000 budget has finally sunk in. 


As noted above, relationships once existed in the 
land. Well, they have fallen to such a low ebb that one 
manufacturer is threatening suits for specific perfor- 
mance against those distributors who ordered games 
several months ago and now no longer want them. In 
days of old, something would have been worked out. 
Manufacturers didn’t have (also couldn’t afford) in- 
house trigger-happy lawyers. Forcing product on 
distributors in today’s environment is like France 
supporting four francs to the dollar. But, the company 
does have bonafide P.O.s and is taking a stand that “‘if 
you re going to give me an order, it had better be an 
order...if your written word isn’t any good, what is?” 


The present quandary of our “majors” is also an 
example of the need for better market research and 
common sense policies, as prerequisites for a 
healthier industry. There has to be an aftermarket in 
this industry in order for the operator to make a buck, 
and the only way that can happen is if the manufac- 
turer makes 5,000 games when the demand is 6,000, or 
8,000 when the demand is 10,000. | 


Closeouts hurt everyone and lead to one party 
trying to stick it to the other. Our smaller brethren 
(able to react quicker and without committees) don't 


72 


of Coin-op 


seem to have this problem. Or, if so, much less of one. 

The Japanese have led the way in the kit business, 
followed by the smaller U.S. companies and then the 
majors, the last with the most to protect. In Japan 
today, 90 percent of the business is conversions, and 
the conversions are the first-rate games. It was easy 
for the Japanese to translate their domestic expertise 
to U.S. shores. Economics force the situation in Japan, 
and the same economics, i.e., operator ROI, force the 
hand of the U.S. manufacturers. 

While 1984 may be a major kit market and transi- 
tion year, it may not be until 1985 or even 1986 that 
some major new life is breathed into dedicated 
games. Time is required to cure some of the major 
industry problems. Common sense is required to cure 
the rest. Time is needed to weed out the weak 
operators, leaving their market share to surviving 
operators. Time is needed to repair the balance sheets 
and buying power. Time is needed to create the next 
phenomenon that hypes players. Common sense is 
required to repair relationships. 

What all this means is by 1987 there may very well 
be a different lineup of surviving manufacturers. It 
just may be that as the market winds its way from 
being hardware oriented to software dominated, the 
competitive advantage shifts from the major manu- 
facturers to the smaller ones. There are several 
reasons for this scenario. The majors may be too large, 
committee-encumbered, therefore, slow to react to 
marketplace changes. They have more invested in 
what they are doing, and are slower to give it up. Their 
large (dinosaur?) factories require longer runs to be 
profitable so there’s a tendency to produce more 
than the market will absorb. 

The smaller companies, by virtue of limited 
capital, treat the money as if it were their own (it is) 
and tend to underproduce against demand. The 
majors’ distributor relationships are in disarray while 
the smaller manufacturer still works closely with his 
distributors. 

All the disadvantages of the majors can be 
addressed and met if the commitment is there. But do 
large corporations have the commitment to stay in 
the coin-op industry? We know parent corporations 
and public shareholders have little patience for 
slumps in the market. We are in a replacement and 
not a “‘fill’’ phase of the cycle, and it’s unlikely any 
manufacturer is going to make a killing over the next 
couple of years. That may be the determining factor as 
to who is around as we finish out the decade. 


Malcolm E. A. Kaufman 
Beverly Hills, California 
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THAT'S [Waa 


The largest circulation of Al WA steriiete serving the 
coin-op amuseniinancltyiss 


While you're reading this [FY Camel) Tee 
industry eyes loo (@0p JEWa (tt ¢ 
than any others) ify B 


We spare our advertisers We spare our readers 
unimportant readers. unimportant advertisers. 


lf your advertisen{-iatunaunities 
chances are haj Buren ltticass 
doesn't kno(VAtilim-> ii 
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P.O. BOX 24970, NEWRe)|87-\ Cae WLS t:y| 
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IT’S CHALLENGING 
IT’S DEMANDING 
IT’S CONTINUOUS 
PLAYERS GO WILD TRYING 
TO COMPLETE ALL PHASES. THE 
BETTER YOU GET THE BETTER THE GAME GETS. 
A FULL YEAR IN THE MAKING, FULLY TESTED 


FOR YOUR LOCAL 
DISTRIBUTOR 


CONTACT a: 
MACIC ELECTRONICS Release Date: 


P.O. BOX 3263 
820 ELMWOOD AVENUE JUNE 1 oF 1984 
PROVIDENCE, RI 02907 | 

- 401-461-9389 AT SELECTED DISTRIBUTORS 


